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PRINT  PROFITABILITY 

The  Advantage  of  Color 


If  you  could  PRINT  better 
quality  color... 

faster,  more  consistently, 
economically  and  with  less  waste... 


Could  you 


SELL 


more  color? 


Better  quality  color  sells  even  more. 
And  with  effective  color  management, 
the  profitability  of  printing  color 
is  brighter  than  ever  for 
newspaper  printers  like  you. 


Color  that  jumps 
off  the  page! 

Presteligence’s  NewsXtreme  and  Ink  Presetting 
tools  with  SLP’s  Viper  830®  thermal  and 
Replica  HSV  violet  plates  are  optimized  to 
deliver  quality  your  customers  will  pay  more  for. 

Color  makeready  made 
faster,  less  wasteful 

Ink-Miser  from  Presteligence  optimizes  ink 
densities,  IntelliTrax  News  from  X-Rite  Pantone 
automates  color  measurement  and  adjustments, 
saving  time  and  waste  for  better  profits. 


Southern  Lithoplate,  through  our 
SLP  Strategic  Alliance  partners 
Presteligence  and  X-Rite  Pantone, 
offers  dynamic  solutions  that  can 
help  you  sell  more  color  and  capture 
more  profits  from  color.  Here’s  how: 


Color  that  matches 
your  customers’  color 

X-Rite  Pantone’s  CAPSURE  and  eXact  get  you 
to  client-satisfying  color  quickly,  effortlessly. 

Personal  service,  24/7  tech 
support,  dedication  to  print 

Southern  Lithoplate  and  its  partners  ... 
can  help  make  a  difference  in  your 
company's  prepress/pressroom  MGT 
performance.  Complete  solutions 
that  demonstrate  our  dedication 
to  your  profits. 
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reditorial 

Aloha  and  Mahalo  to  All  The 
Great  Publishers  Out  There 


Make  no  mistake,  there’s 

nothing  easy  about  select¬ 
ing  a  Publisher  of  the 
Year  when  you  receive  58 
nominations,  all  of  which  merit  consider¬ 
ation  for  selection,  not  to  mention  a  ton 
of  recognition  for  their  achievements. 

But  that’s  the  dilemma  the  E^P  edito¬ 
rial  staff  faced  this  past  month.  We  could 
have  selected  any  number  of  candidates 
and  been  happy  with  our  choice.  In  the 
end,  though,  we  chose  Dennis  Francis  of 
the  Honolulu  Star-Advertiser  because  he 
embodies  what  makes  a  great  publisher 
and  met  every  one  of  the  criteria  on 
which  we  based  our  selection.  Never 
mind  that  Francis  successfully  led  a  diffi¬ 
cult  merger  of  Hawaii’s  two  major  news¬ 
papers  into  one,  or  that  he  has  made  his 
paper  stronger  than  ever  with  innovative 
strategies  and  a  deep  commitment  to 
his  employees  and  the  community  they 
serve.  Francis  met  the  21-point  list  of 
qualities  we  look  for  in  a  POY. 

Not  only  did  we  look  at  each  pub¬ 
lisher’s  pai)er(s)  to  ascertain  whether  it 
maintained  a  suitable  level  of  profitabil¬ 
ity,  that  there  was  a  balance  between 
print  and  digital,  that  there  was  a 
diversity  of  product  offerings,  and  that 
the  content  produced  was  of  good  qual¬ 
ity,  but  we  looked  for  personal  qualities 
in  the  publisher,  as  well.  Qualities  such 
as  these: 

•  Leadership— personal  relations, 
communication,  support 
from  employees 

•  Community  involvement 

•  Ability  to  implement  change 
and  hands-on  involvement 

•  Courage 
•  Vision 

•  Ability  to  overcome 
obstacles/challenges 


•  Innovativeness 

•  CEO  respect/beacon  of 
excellence/reputation 

•  Moral  dimension,  personal  character 

•  Sustained  performance 

Anyway,  we  were  once  again  impressed 
with  the  number  and  quality  of  nomi¬ 
nations  for  Publisher  of  the  Year  we 
received  this  year.  They  came  from  all 
around  the  country  and  the  world,  at 
papers  large  and  small,  and  from  the 
publishers’  employees,  peers,  spouses, 
brothers,  sisters  and,  in  one  case,  from  a 
retired  man  who,  in  1994,  hosted  Azrul 
Ananda  of  Jawa  Pos  in  Surabaya,  Indo¬ 
nesia,  as  an  exchange  student. 

In  addition  to  Francis,  some  of  the 
most  outstanding  nominations  included: 

•  Arthur  Sulzberger,  New  York  Times 

•*Jim  Moroney, 

The  Dallas  Morning  News 

•  Aaron  Kushner,  Orange  County 
Register  (Santa  Ana,  Calif.) 

•  Julie  Bechtel,  Lincoln  Journal  Star 

•  Bradley  Zeve  and  Erik  Cushman, 
Monterey  County  Weekly 
(Seaside,  Calif.) 

•  Guy  Crevie,  La  Presse 
(Montreal,  Quebec,  Canada) 

•  Azrul  Ananda,  Jawa  Pos 
(Surabaya,  Indonesia) 

•  Rick  Bussler,  The  Times 
(Blooming  Prairie,  Minn.) 

•  Bruce  Kyse,  The  Press  Democrat 
(Santa  Rosa,  Calif.) 

On  behalf  of  Et^P,  I  want  to  give  a  big 
Hawaiian  “aloha”  (love)  and  “mahalo” 
(thank  you)  to  all  of  those  who  took  the 
time  to  send  in  nominations  for  this 
year’s  Publisher  of  the  Year,  and  I  wish 
you  all  the  best  of  luck  in  the  coming 
year  and  years  ahead.  —EZ 
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The  entire 
system  is 
designed 
BY  and  FOR 
Print  Publishers 


Go  ahead,  kick  our  tires.  You'll  be  glad  you  did. 

800-944-3276 

Vi/ww.autoconx.com 


PUBLISHERS  &  DIGITAL  OFFICERS: 

Please  consider  joining  us  at  the  International 
Classified  Media  (ICMA)  conference  in 
Prague,  Czech  Republic  -  November  1 3-1 B,  2013 
ICMA  is  a  collection  of  leading  publishers  and 
technology  companies  from  more  than  20  countries. 
Twice  a  year  we  gather  to  share  valuable  insights  and 
best  practices  in  an  ever  changing  environment.  For  a 
full  itinerary  and  list  of  speakers  and  topics, 
kindly  go  to:  icmaonline.org. 
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Illustration  by  Jared  Boggess 


No  news  in  TWA  800 
documentary 

Like  Matt  Wald,  I  closely  followed  the 
TWA  800  investigation  (Ethics  Comer, 
“Reinvestigating  the  Crash  of  TWA  800,” 
September  2013)  through  its  comple¬ 
tion  by  the  NTSB.  (I  did  so  for  the  trade 
magazine,  “Aviation  Week”.)  He’s  dead  on; 
there’s  nothing  new  in  this  documentary. 
Boijesson  and  Stalcup’s  frustration  stems 
from  their  complete  failure  to  present  any 
new  data  on  a  possible  cause.  Analyses  of 
ATC  radar  and  witness  statements  were 
covered  thoroughly  in  the  NTSB’s  final 
report,  as  was  the  absence  of  bomb/mis¬ 
sile  damage.  Lacking  any  facts,  Boijesson 
and  Stalcup  tie  together  disjointed  old 
facts  with  innuendo  and  emotion,  hoping 
their  viewers  will  be  as  ignorant  of  the 
investigation’s  records  as  they  appear  to 
be.  Unable  even  then  to  come  up  with  a 
plausible  theory,  they  concoct  the  stoiy 
that  the  747  was  hit  not  by  but  by  three 
missiles  nearly  simultaneously.  (Three  are 
needed,  you  see,  because  one  missile  fails 
to  explain  how  some  of  their  vaunted  wit¬ 
nesses  claimed  to  see  streaks  raising  from 
more  than  one  direction.)  But  these  cl2iims 
aren’t  new,  either.  These  conspiracy  theo¬ 
ries  were  raised  in  1997.  It’s  disappointing 
that  Mr.  Wolper  buys  these  old,  chronical¬ 
ly  unfounded  arguments  as  evidence  that 
journalists  should  work  harder  instead  of 
asking  these  two  “documentarians”  the 
same  question  the  NY  Times'  Scott  Shane 
did:  “Where’s  the  proof?” 

JIM  MCKENNA 

Submitted  on  editorandpublisher.com 

Here’S  what’s  new  in  TWA 
Flight  800  documentary 

Mr.  McKenna’s  characterization  of  the 
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documentaiy,  “TWA  Flight  800”  (Ethics 
Comer,  “Reinvestigating  the  Crash  of  TWA 
800,”  September  2013)  is  inaccurate.  This 
is  the  fir^  documentaiy  ever  to  present  the 
hard  forensic  evidence  and  assessments 
of  that  e\idence  by  a  group  of  first-hand 
sources  who  actually  handled  it  It  is  also 
the  first  documentaiy  to  present  a  compre¬ 
hensive  look  at  the  eyewitness  accoimts  and 
show  how  those  accounts  dovetail  with  the 
evidence.  Finally,  it  is  the  first  documentary 
providing  first  hand  source  accounts  of  how 
the  original  investigation  was  undermined. 
Because  the  first-hand  sources  presenting 
the  forensic  evidence  are  the  crux  of  the 
show,  we  asked  Shane  Scott  and  Matthew 
Wald  to  consider  doing  a  stoiy  on  those 
in  particular.  Mr.  Shane  declined,  saying 
that  he  did  have  the  expertise  to  assess  the 
evidence.  We  offered  to  put  him  in  touch 
with  the  experts  who  worked  on  the  original 
investigation  and  he  declined.  He  also  said 
he  would  not  do  the  story  unless  we  specu¬ 
lated  about  who  we  thought  brought  down 
the  plane.  While  we  provided  him  off-the- 
record  leads  and  information,  we  declined  to 
go  on  the  record  with  any  information  that 
could  not  be  backed  up  by  the  documents 
or  first-hand  information.  We  said  that  our 
goal  was  to  present  the  hard  evidence  and 
only  what  we  could  prove.  Likewise,  we 
wanted  the  NTSB  to  consider  the  petition 
we  submitted  to  them  based  on  the  facts  and 
analysis  presented  in  our  documentaiy.  In 
the  petition,  we  requested  that  they  consider 
reopening  the  TWA  investigation  based  on 
our  team’s  work.  The  NTSC  accepted  the 
petition,  it  is  being  seriously  considered 
and  from  time  to  time,  we  are  in  touch  with 
their  lawyer  and  Chairman  Hersman.  There 
has  been  a  great  deal  of  inaccurate  report¬ 
ing  about  our  work  and  the  contents  of  the 


documentary.  Anyone  can  go  review  the 
point-by-point  rebuttals  of  those  reports 
on  our  website,  flight800doc.com.  If  Mr. 
McKenna  has  any  specific  objections  to  the 
science  or  facts  presented  in  our  documen¬ 
taiy,  we’d  be  happy  to  address  those,  as  well. 
KRISTINA  BORJESSON 
Submitted  on  editorandpublisher.com 

More  insider  information  on 
TWA  Fiight  800 

Your  recent  article  about  TWA  Flight  800 
(Ethics  Comer,  “Reinvestigating  the  Crash 
of  TWA  800,”  September  2013)  is  a  good 
start  in  addressing  matters  that  most  U.S. 
media  treats  like  the  third-rail— an  effect  I 
have  recorded  since  the  mid-1960s. 

If  you  have  the  courage,  read  what  I  have 
uncovered  about  TWA  Flight  800  from 
my  unusual  background  of  positions.  De¬ 
tails  are  at  www.defraudingamerica.com/ 
twa_:flight_800. 

A  sampling  of  my  background  can  be 
found  by  putting  rodney  stich  into  a 
Google  search  engine. 

RODNEY  STICH 


Newspaper  faiiures 

Maybe  if  the  so-called  MSM  (main  stream 
media)  did  a  better  and  more  in-depth  job 
of  covering  governmental  (and  possibly  il¬ 
legal)  activities  instead  of  the  easy  news,  the 
public  would  be  more  apt  to  consider  the 
MSM  credible  (Editorial:  “Snowden  Makes 
Us  a  Part  of  the  Stoiy,”  September  2013). 
Indeed,  the  practice  of  determining  what’s 
to  be  covered  by  the  percentage  of  advertis¬ 
ing  space  works  counter  to  doing  the  con¬ 
stitutionally  protected  job  that  newspapers 
used  to  do  every  day.  The  extraordinary 
profit  margins  of  the  past  are  gone  forever, 
so  live  with  it— and  do  your  job. 

ALAN  STROMBERG 

Submitted  on  editorandpublisher.com 


Send  us  your  conunents  ■■ 

^  ed@editorandpublisher.com 

“Comments,”  Editor  &  Publisher, 
17782  Ck)wan,  Suite  C,  Irvine,  CA  92614. 

Please  indude  your  name,  title,  city  and  stats,  and  email 
address.  Letters  may  be  edited  for  all  the  usual  reasons. 
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Alliance  for 
Audited  Media 


The  New  Audit  Bureau  of  Circulations 


f 


DISCOVER  HOW  THE  HONOLULU  STAR-ADVERTISER  IS  USING  AAM’S 
CONSOLIDATED  MEDIA  REPORT  TO  TELL  A  MORE  COMPLETE  STORY 


^^adoertistr 


Are  advertisers  getting  an  accurate  picture  of  your  total  audience?  For  the  most  trusted  analysis 
across  all  of  your  brand  platforms,  choose  AAM’s  Consolidated  Media  Report.  It  is  the  industry’s 
leading  resource  for  pubiishers  looking  to  deliver  an  in-depth  overview  of  their  audience  with 
audited  and  verified  metrics  that  matter.  You’ve  done  the  work  to  build  your  brand  reach. 

Now  use  a  CMR  to  tell  your  story. 


Read  the  Honolulu  Star-Advertiser’s  CMR  case  study  at  auditedrnedia-corri/horKjhjIu-star-advertiser 
The  new  AAM.  Trust  and  confidence  for  the  new  world  of  media. 
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>Look  Ahead 


A  Beacon  for  Journalists 

A  new  platform  lets  writers  connect  with 
readers  that  value  their  work 


By  Nu  Yang 

he  team  at  Beacon 
wants  writers  to 
get  paid.  Launched 
in  September,  Beacon 
invites  readers  to  fund  a  writer 
in  their  current  pool  of  28 
international  journalists  for  $5 
a  month.  In  return,  the  reader 
gets  access  to  every  story  on 
Beacon.  The  majority  of  the 
subscription  fee  goes  directly 
to  the  writer  and  the  rest  al¬ 
lows  Beacon  to  provide  the 
infrastructure  and  network  to 
distribute  stories. 

Created  by  Dan  Fletcher, 

Adrian  Sanders  and  Dmitri 
Cherniak,  their  goal  is  to  gather 
the  best  reporters  they  can  and 
provide  a  single  subscription 
service  for  news. 

As  a  former  reporter  for  Time, 

Fletcher  is  Beacon’s  journalism 
guy  on  the  team.  His  resume 
also  includes  managing  editor  at 
Facebook  and  social  media  direc¬ 
tor  at  Bloomberg.  For  Beacon,  he 
reached  out  to  his  colleagues  at 
Time  and  asked,  “Who  do  you  wish  you  could  give  more  work 
to?  Whose  byline  do  you  wish  to  see  more  of?” 

He  also  found  writers  who  had  a  strong  social  media  follow¬ 
ing,  writers  with  readers  who  would  support  them  so  they  could 
tell  more  stories. 

Their  current  roster  of  worldwide  journalists  has  been 
published  in  the  New  York  Times,  the  Los  Angeles  Times, 
the  Guardian  and  the  Wall  Street  Journal.  They  write  about 
issues  ranging  from  endangered  animals  and  ecosystems  to 


stories  about  Yemen  and  the 
Arabian  Peninsula. 

Fletcher  explained  that  writ¬ 
ers  have  their  own  profile  page, 
which  includes  a  short  video 
and  personal  pitch.  The  page 
also  shares  what  they  plan  to 
cover  and  how  often  they  plan 
to  post  on  Beacon. 

What  the  writers  plan  to  post 
and  cover  is  up  to  them.  “The 
writers  know  their  audience 
better  than  I  do,”  Fletcher  said, 
regarding  Beacon’s  content. 

“It’s  still  early  enough  that  we 
can  learn  what  works  and  what 
audiences  are  responding  to.l 
Fletcher  said  there  has  also 
been  discussion  to  expand  edito¬ 
rial  coverage  to  other  topics  like 
sports.  Writers  who  are  inter¬ 
ested  in  working  with  Beacon 
can  apply  online.  Fletcher  said 
he  is  looking  for  writers  who  are 
“willing  to  experiment  and  ready 
to  work  in  this  new  model.” 

Fletcher  said  he  doesn’t 
expect  the  $5  subscription  fee 
to  change.  “As  we  add  more  writers,  (Beacon)  will  only  get 
more  valuable.” 

According  to  Fletcher,  Beacon  is  designed  ad-free  in  or¬ 
der  to  build  a  great  reading  experience  and  because  ads  are 
not  a  core  part  of  their  platform.  The  design  is  also  respon¬ 
sive  to  any  device. 

“Our  goal  is  make  sure  our  writers  are  happy,”  he  said. 
“We  don’t  get  paid  if  they  don’t  get  paid.” 

For  more  information,  visit  beaconreader.com. 


BEACON  ^ 


WRITERS  AROUND  THE  WORLD 
USE  BEACON  TO  DELIVER  EXCLUSIVE  STORIES 


^TUnCOWntTERS 


After  the  Bombs,  a  Restaurant 
Rebuilds 

TRISTAN  MCCONNELL 
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Campbell  County  Observer  keeps  the  news  close  to  home 


When  Ificholas  De 
Laat  launched  the 

Campbell  County 
Observer  (Gillette, 
Wy.)  in  April  2011,  he  published 
it  out  of  his  basement,  using  the 
$4,500  he  had  received  from  his 
tax  refund  that  year.  De  Laat  and 
his  wife,  Candice,  put  out  1,000 
copies  of  their  first  edition  (the 
paper  is  printed  by  the  Rapid  City 
Journal  in  South  Dakota),  and  sold 
only  26  copies,  but  that  didn't  stop 
De  Laat.  Soon  after,  he  quit  his 
$29/hour  job  to  pursue  his  new 
career  and  become  a  full-time 
newspaper  publisher. 

It  wasn't  the  pay  or  hours  that  at¬ 
tracted  De  Laat  to  the  field.  With  no 
journalism  or  writing  background, 
De  Laat  said  it  was  because  he  be¬ 
lieved  in  freedom  of  the  press. 

The  weekly  paper  currently  has  a 
circulation  of  2,000.  De  Laat  serves 
as  co-owner,  publisher  and  edi¬ 


tor,  and  Candice  is  co-owner  and 
manager.  Every  Friday  morning  at 
4  a.m.,  their  three  children-Quin- 
tan,  10,  Izzabella,  6,  and  Parker,  4- 
help  put  inserts  inside  the  papers 
before  they're  delivered. 

De  Laat  said  he  was  aware  of 
the  current  struggles  in  the  print 
industry,  but  he  said  his  idea  was  to 
build  on  a  different  niche  and  think 
outside  the  box  by  publishing  only 
positive  community  news.  He  said 
he  leaves  the  crime  stories  and  hard 
news  to  the  daily  newspaper  in  town 
( The  Gillette  News  Record). 

"The  only  crime  stories  we 
publish  are  the  funny  ones  like  the 
wife  who  beat  her  husband  with  a 
frozen  corn  dog,"  De  Laat  said. 

Readers  are  welcome  to  submit 
articles,  jokes,  photos,  announce¬ 
ments  and  obituaries,  and  the  paper 
will  print  them  for  free.  The  paper 
also  publishes  several  popular 
columns  written  by  local  historians 


anywhere 

does  have 

De  Laat 

said  his  model  is  print-first.  “Read¬ 
ers  still  have  to  buy  the  paper  to 
receive  100  percent  of  the  content." 

De  Laat's  goal  is  to  prove  that 
positive  news  sells.  Advertising 
sales  representative  and  market¬ 
ing  consultant  Lisa  Sherman  said 
advertisers  are  attracted  to  De 
Laat's  back  story  and  how  he  runs 
his  family  business.  She  added  that 
advertisers  also  enjoy  the  positive 
news  printed  on  their  pages. 

The  paper  offers  marketing 
consulting  to  local  businesses. 
“We're  not  selling  advertising; 
we're  offering  a  growth  solution," 
De  Laat  said. 

The  paper  recently  moved  into  ■ 
a  larger  office,  where  De  Laat  will 
also  host  a  local  news  talk  radio 
station.  Looking  ahead,  De  Laat 
said  he  wants  to  go  color  every 
week  at  the  paper,  hire  more 
writers  and  expand  their  editorial 
content,  and  continue  to  publish 
more  positive  news. 

As  a  publisher,  De  Laat  said  he's 
learned  many  lessons-a  major 
one  being  he  not  only  got  into  the 
news  business,  he  got  into  the 
advertising  and  marketing  busi¬ 
ness.  “I  built  this  business  out  of 
my  basement,  and  I  was  able  to 
give  back  to  the  commionity  and 
produce  jobs." -NV 


»Camp6e//Coi/fify  Observer  publisher  Nicholas  De  Laat  (left)  stands  outside  of  the  new 
Observer  office  with  photographer  James  Grabrick. 
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Frozen 
in  Time 

Saguache  Crescent 
prints  with  19th 
century  technology 


Digital  first  is  the 

last  thing  on  Dean 
Coombs’  mind.  The 

Saguache  (Colo.)  Cres¬ 
cent  editor  and  publisher  is  the  sole 
employee  of  the  four-page  weekly 
newspaper,  and  every  week  he  puts 
out  the  paper  using  the  same  Lino¬ 
type  machine  his  grandparents  used 
when  they  ran  the  publication. 

“I’m  not  much  interested  in  change,” 
Coombs  told  the  Las  Angeles  Times.  “If 
it  works,  we  just  keep  doing  it.” 


The  6l-year-old  got  his  start  when 
he  was  12,  helping  to  run  the  presses. 
At  ^7,  he  became  publisher.  His 
mother  served  alongside  him  as  editor 
until  her  death  in  2002. 

As  reported  in  the  Times,  the 
Crescents  circulation  is  around  450; 
Saguache’s  population  is  500.  Even 
though  the  paper  sells  a  few  ads,  most 
of  its  revenue  comes  from  printing  the 
county’s  legal  notices. 

The  content  comes  from  the  readers. 
Pick  up  a  copy  and  you’ll  see  an¬ 


nouncements  about  the  summer  read¬ 
ing  program,  the  annual  ait  festival 
and  a  list  of  birthdays  and  anniversa¬ 
ries  of  local  residents. 

In  this  world  filled  with  the  latest 
technology  gadgets,  Coombs  doesn’t 
own  a  cellphone  nor  does  he  have 
Internet  on  his  home  computer. 

But  considering  how  the  Crescent 
celebrated  its  134th  anniversary  this 
year,  it  looks  like  Coombs  and  his 
Linotype  machine  are  doing  just 
fine.  -NY 


SAY 

WHAT? 

New  Vocabulary  for 
the  Modern  Era 


re-mode 


(verb) :  to  change 
one’s  mode  of  travel 


“Ms  Greening  declared:  ‘Across  the  whole  department,  we’re  trying  to 
re-route,  re-mode,  re-time  and  just  generally  reduce  our  travel.  So  I’m 
re-moding  at  the  moment  and  having  a  good  old  walk  up  to  Cabinet. 
It  does  me  a  lot  of  good.’  ’’ 

-Damien  Gayle,  dailymail.co.uk,  May  16, 2012 
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Monetize  Your  Archive 


Newspapers.com  brings  new  revenue  stream  to  publishers 


papers.com  launched  in  November  2012  as  a  business 
unit  of  Ancestry.com.  The  company  has  recently  started 
reaching  out  directly  to  publishers  to  form  partnerships. 

According  to  director  of  business  development  Brent 
Carter,  Newspapers.com  delivers  searchable  digital  im¬ 
ages  of  historical  newspapers  created  from  microfilm 
through  their  digitization  process.  Most  of  the  content 
comes  from  small  newspaper  publishers  and  archives  that 
store  public  domain  newspaper  microfilm. 

“For  many  years,  we’ve  offered  our  digitalization 
services  to  newspaper  publishers,”  Carter  said.  “We  offer 
them  at  a  discounted  price  and  sometimes  even  for  free 
based  on  a  value  exchange.”  He  called  their  services  a 
“turnkey  solution”  that  gives  publishers  an  opportunity 
to  not  only  digitize  their  archives,  but  to  also  monetize 
their  content. 

Product  manager  Peter  Drinkwater  said  there  are  cur¬ 
rently  1,787  newspaper  titles  from  the  1700s  to  2000s  in 
their  database.  The  titles  are  primarily  from  the  U.S.  with 
a  handful  of  Canadian  and  British  publications. 

Carter  said  the  company  has  a  team  dedicated  to 
working  on  the  metadata  collected  on  the  pages,  creat¬ 
ing  a  “feature-rich”  and  interactive  experience.  Website 
visitors  can  browse  and  search  for  free,  although  there 
are  annual  and  monthly  subscription  packages  available. 
Users  can  narrow  down  their  search  by  typing  in  a  cer¬ 
tain  newspaper’s  name,  a  specific  city  and  even  the  exact 
date.  Keyword  searches  are  highlighted,  and  users  Can 
zoom  in  pages,  adjust  its  brightness  and  share  articles  on 
social  media.  Registered  users  can  even  print,  save  and 
clip  their  articles. 

Newspapers.com  also  offers  a  separate  hosted  solution 
for  a  newspaper’s  archive.  Publishers  can  design  the  layout 
to  match  their  paper’s  site  and  price  their  own  user  access. 

“We’ve  seen  very  high  interest  from  publishers,”  Carter 
said.  “We’re  learning  that  publishers  are  not  doing  a 
whole  lot  with  their  archives,  but  now  they  can  use  it  as  an 
asset.  It’s  an  inexpensive  way  to  go  digital.  Publishers  are 
already  selling  their  archive  to  libraries;  now,  they  can  sell 
it  to  consumers,  too.” 

Diinkwater  said  the  archive  is  also  helpful  in  the 


THE  TIMES 


Carter  Win* 


newsroom.  “On  the  editorial  side,  reporters  can  search 
through  the  49  million  pages  on  the  site  while  they  are 
working  on  a  story.” 

Carter  said  the  company’s  goal  is  to  “find  the  right  paper 
for  that  right  person”  by  signing  on  more  newspapers  and 
growing  their  content. 

“There  are  users  out  there  who  want  to  look  at  these  ar¬ 
chives,”  Carter  said.  “There  is  a  demand  for  it  and  .f>eople 
are  willing  to  pay.”  —NY 
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istory  buffs  and  genealogists  have  always  j 
turned  to  newspapers  for  their  research.  Now, 
any  consumer  can  travel  back  in  time  with  [ 

POWERED  BY 

fnewspapers 

1 

1 

Newspapers.com.  Based  in  Lindon,  Utah,  News- 
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Tornoe’s  Comer 


^  Newspaper  reporters  were  the  first  to  greet  Governor  Franklin  D.  Roosevelt  when  he 
received  notification  of  his  nomination  for  the  Presidency  from  the  Democratic  National 
Convention.  Pictured,  left  to  right,  front:  Leo  W.  O’Brien,  Albany  Times-Unlon-,  Governor 
Roosevelt;  Mac  Parker,  Philadelphia  Record.  Standing,  left  to  right:  John  C.  Crary,  New 
York  Sun;  J.D.  Lyons,  Boston  Globe;  Guernsey  T.  Cross,  secretary  to  the  Governor;  Edward 
W.  Bates,  New  York  Herald  Tribune;  James  Kieran,  New  York  Times;  and  Lorena  Hicock, 
Associated  Press.  This  photo  originally  appeared  in  the  November  19, 1932  edition  of  E&P. 
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newspaper 
carrier  alerts 
tenants  of  fire 


editorandpubllshercom 


From  the  Archive 


In  August,  Columbus 
Dispatch  newspaper 
carrier  Ben  Carroll 
was  delivering 
papers  on  his  bicycle 
around  5  a.m,  when  he 
smelled  smoke.  That's 
when  he  saw  the  flames 
on  the  side  of  a  two-story 
house.  "1  banged  on  the 
front  door,  and  no  one 
answered,"  he  told  the 
Dispatch.  "Then  1  called 
the  fire  department.  Then 
1  went  around  and  banged 
on  the  side  door,  and  no 
one  answered.  1  could  see 
a  child  through  a  little 
window.  1  just  kept  bang¬ 
ing  and  yelling  and  bang¬ 
ing  and  yelling."  Within 
minutes,  five  adults  and 
six  children  ran  out  the 
door.  Carroll  helped  them 
across  the  street  as  fire¬ 
fighters  arrived.  No  one 
was  injured. 


JONATHAN  QU1LTER/tH£  COLUMBUS  DISPATCH 
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No  charges  for  Detroit  Free 
Press  photographer  and 
police  officer  who  seized 
cell  phone 

The  Detroit  Free  Press  has  report¬ 
ed  that  no  criminal  charges  will  be 
filed  against  Mandi  Wright,  a  Free 
Press  photographer  or  the  Detroit 
police  officer  who  seized  her  cell 
phone  and  then  arrested  her  in 
July.  A  county  prosecutor  spokes¬ 
woman  said  there  wasn't  suf¬ 
ficient  evidence  to  charge  either 
party,  but  an  internal  investigation 
continues  into  whether  proper 
police  procedure  was  followed. 
Wright  was  arrested  after  she  and 
a  reporter  came  upon  an  arrest 


scene.  She  approached  a  police 
car  to  film  a  man  being  led  up  to 
the  car  in  handcuffs,  when  Officer 
Lamar  Penn,  who  was  in  plain¬ 
clothes,  told  her  to  stop  filming 
and  wrestled  her  phone  away  from 
her.  She  said  she  did  not  realize 
the  man  who  grabbed  her  phone 
was  a  police  officer.  She  was 
wearing  a  media  credential  and 
had  identified  herself  as  a  working 
journalist.  When  her  cell  phone 
was  returned  later  that  night,  its 
internal  SIM  card  was  missing. 

Paul  Anger,  editor  and  publisher 
of  the  Free  Press,  said,  "This  is  the 
right  outcome  for  Mandi  Wright, 
i  who  was  within  her  rights  and  did 


nothing  wrong-but  we’ve  known 
that  from  the  start. 

I 

Newspaper,  ex-publisher 
,  settle  lawsuit 

I  According  to  the  Times  Leader  in 
V\filkes-Barre,  Pa.,  a  federal  lawsuit 
;  by  V\filkes-Barre  Publishing  LLC  the 
I  paper’s  owner,  filed  against  former 
j  publisher  Richard  L  Connor  has 
i  settledoutofcourtforanundis- 
closed  amoimt  of  money.  The  suit 
alleged  Connor  failed  to  repay  the 
!  compmy  more  than  $250,000  in 
loans  made  to  him  during  his  tenure 
as  chief  executive  officer  and  editor 
and  publisher  of  the  Times  Leader 
from  2006  to  2011  when  he  resigned. 


We’ll  get  your  babies  home  safe. 


Your  babies  deserve  a  reliable,  affordable  trip  into  the  hands 
of  readers  -  and  PCF  is  ready  fo  serve.  Choose  from  o  range 
of  affordable  deliveryand  stand-alone  technology  solutions  to 
maximize  the  efficiency  of  your  distribution  operation.  Buckle  in. 
Let’s  ride  into  the  future  together. 
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pcfcorp.c'ocn  1-877-PCF-6668 
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A  Platform  for  the 
New  Generation 


1'his  \s  the  Republican  StratcK>  Cn 
(Her  Milicnniab:  FiKusOn  Optimism, 
Oppnminit>,and  \1si<m 


PolicyMic  creates  content  for 
millennials  by  millennials 


Do  millennials  care 
about  the  news? 

According  to  PolicyMic 
(policymic.com),  the 
answer  is  yes. 

Based  in  New  York  City,  the  website 
was  founded  in  2011  by  Chris  Altchek 
and  Jake  Horowitz.  The  two  recent 
college  graduates  had  noticed  that 
mainstream  media  outlets  were  not 
including  their  demographic  in  news 
conversations,  so  the  longtime  friends 
decided  to  create  that  platform  for 
young  people. 

According  to  Horowitz,  monthly 
website  traffic  is  at  7.5  million 
unique  visitors  with  60,000  regis¬ 
tered  users.  He  said  the  average  age 
of  each  visitor  is  26. 

Whether  it’s  discussion  centered 
on  the  conflicts  in  Syria  or  the  an¬ 
nouncement  of  the  new  iPhone, 
Horowitz,  who  also  serves  as  editor- 
in-chief,  said  the  idea  is  to  “spark 
conversation  on  current  events 
among  millennials.” 

To  become  a  writer,  PolicyMic 
implements  a  Mic  system.  Users  cre¬ 
ate  an  account,  comment  on  articles 
and  give  Mies  to  articles  and  com¬ 
ments  they  think  are  thoughtful.  Users 
start  as  rookies  with  a  350  character 
limit  and  after  reaching  100  Mies,  they 
become  pundits,  which  give  them  a 
750  character  limit.  The  more  Mies  a 
user  receives,  the  higher  they  move  up 
the  chain  to  getting  published. 

“The  Mic  system  is  meant  to  en¬ 
courage  high  quality  participation,” 


Horowitz  said.  “It  gives  people  an 
incentive  to  say  something  smart.” 

Writers  can  also  apply  outside  the 
Mic  system  by  submitting  a  resume 
and  writing  sample.  Students  have 
the  option  to  write  for  university 
credit.  Currently,  most  of  the  writers 
are  unpaid,  but  Horowitz  said  he  and 
Altchek  are  experimenting  with  ways 
to  pay  their  top  writers. 

Currently,  PolicyMic  publishes 
between  60  to  100  articles  daily,  writ¬ 
ten  by  some  of  their  2,000  pundits 
worldwide.  Horowitz  said  the  work¬ 
flow  is  a  very  structured  model  and 
the  story  is  looked  at  by  editors  and 
an  analytics  team  before  it  goes  live, 
ensuring  that  a  writer’s  story  receives 
maximum  exposure. 

Last  month,  PolicyMic  relaunched 
with  a  brand  new  look  and  logo.-  It 
features  new  sections  such  as  break¬ 
ing  news  and  viral.  Horov^dtz  said  the 
site  will  also  experiment  with  video, 
a  new  phone  app  and  a  newsletter 
product.  The  relaunch  also  saw  the 
end  of  its  banner  ads.  Horowitz  said 
the  revenue  model  will  now  focus  on 
sponsored  content. 

Looking  ahead,  Horowitz  said 
PolicyMic  will  continue  to  produce 
high-quality  content.  “We  want 
to  be  the  New  York  Times  for  our 
generation.  A  place  where  18-to- 
35-year-olds  can  read,  write  and 
discuss  the  news  ”  —NY 


*  In  October,  PolicyMic  relaunched 
with  a  new  layout  (pictured  right). 
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A  NOTE  OF  INFORMATION  AND  ENTREATY 
TO  FASHION  EDITORS,  ADVERTISERS, 
COPYWRITERS  AND  OTHER 
WELL-INTENTIONED  MIS-USERS  OF 
OUR  CHANEL  NAME. 


CHANEL  was  a  designer,  an  extraordinary  woman  who  made 
a  timeless  contribution  to  fashion. 

CHANEL  is  a  perfume. 

CHANEL  is  modern  elegance  in  couture,  ready-to-wear, 
accessories,  watches  and  fine  jewelry. 

CHANEL  is  our  registered  trademark  for  fragrance,  cosmetics, 
clothing,  accessories  and  other  lovely  things. 


Although  our  style  is  justly  famous,  a  jacket  is  not  ‘a  CHANEL  jacket’ 
unless  it  is  ours,  and  somebody  rise's  cardigans  are  not  ‘CHANEL  for  now.’ 

And  even  if  we  are  flattered  by  such  tributes  to  our  fame  as  ‘Chanel-issime, 
Chanel-ed,  Chanels  and  Chanel-ized’,  PLEASE  DON’T.  Our  lawyers 
positively  detest  them. 

We  take  our  trademark  seriously. 


Merci, 


CHAN  EL,  Inc 
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►  Michael  Chow  The  Arizona  Hepuhlic 

Lizzy  Hendrickson  hangs  on  a  fence  while  playing  during  recess 
at  Prince  of  Peace  Preschool  in  Phoenix,  Ariz.  The  four-year-old 
suffers  from  Epidermolysis  Bullosa,  a  rare  genetic  skin  disease 
that  causes  the  skin  to  be  so  fragile  that  the  slightest  friction 
can  cause  severe  blistering.  There  is  no  cure. 
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Send  us  your  photos!  E&P  welcomes  reader 
submissions  for  our  Photo  of  the  Month. 
nu.yang(a)editorandpublisher.com. 
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J-school  students  and  industry  vets 
tackle  the  tough  questions 


V  If  you  have  a  question  you  would  like  to 
see  addressed,  please  send  it  to 
nu.yang(^ditorandpublisher.com. 
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With  billionaires  like  Warren  Buffett,  John  Henry  and  Jeff  Bezos  buying 
newspapers,  do  you  feel  they  will  save  print  journalism  by  transforming  the 
newspaper’s  brand,  or  do  you  feel  they  may  negatively  influence  the  future 
of  journalism  (ex.  political  interest,  no  strong  journalism  background)? 


The  conversation  to 
be  had  isn’t  whether 
*  businessmen  will 
save  or  destroy  print  journal¬ 
ism,  but  rather,  will  journalists 
allow  themselves  to  be  nega¬ 
tively  affected  or  influenced  by 
this?  News  organizations  need 
to  be  transparent  and  journal¬ 
ists  have  the  responsibility  to 
report  the  truth.  There  needs 
to  be  a  separation  between 
the  business  and  the  editorial 
process.  And,  whether  newspa¬ 
pers  are  owned  by  billionaires 
or  not,  the  current  state  of  print 
media  is  an  imhealthy  one. 

In  an  article  conunenting  on 
Jeff  Bezos’  purchase  of  The 
Washington  Post  by  Business 
Insider,  the  author  mentions, 

“The  newspaper  itself  is  part  of 
an  industry  that’s  in  free  fall.” 

Print  newspaper  is  no  longer 
self-sustainable. 

The  tradition  of  the  print  industry  is  for  a  newsgroup  to  be 
locally  owned  and  operated.  The  evolution  of  the  industry 
has  shifted  the  consumer  demand  toward  the  Internet, 
resulting  in  a  loss  of  revenue  that  newspapers  once  gen¬ 
erated;  which  in  turn,  created  an  influx  of  bloggers  and 
journalists  who  produce  online  content  for  free. 

From  a  birsiness  perspective,  it  makes  sense  to  sell;  and 
it’s  logical  to  sell  to  someone  with  a  history  of  successes. 

Although  it  may  seem  like  a  trend  for  billionaires  to 
purchase  major  news  organizations— like  it’s  just  another 
thing  for  them  to  own— it’s  unfair  to  attribute  the  demise  or 
success  of  newspapers  solely  to  this  fact. 

Change  is  inevitable;  it  is  how  journalists  adapt  to  the 
change  that  will  determine  the  future  of  journalism. 
Ultimately,  it  is  up  to  journalists  to  uphold  a  publication’s 
integrity.  And  in  the  case  of  a  billionaire  owner  of  a  news¬ 
paper  who  propagates  a  personal  agenda  through  a  media 
outlet,  it  is  the  journalists  that  will  be  held  accountable. 


Adrian  Rodriquez,  27 

senior,  San  Frandsco 
State  university 


Rodriguez  is  the  editor- 
in-chirf of  San  Francisco 
State  University’s  student 
newspaper,  The  Golden 
Gate  Xpress.  He  has 
■worked  on  the  Xpress  as 
A^E  editor  and  online 
managing  editor  in 
previous  semesters.  He  ■was 
also  a  staff  ■writer jbr  the 
hyper-local  news  blog,  Local 
Addition,  in  San  Francisco. 


I  favor  transforma¬ 
tion. 

*  The  industry  has 
long  held  its  rules  to  keep 
influence  and  agenda  in  check. 
I  believe  and  trust  this  will 
continue  at  the  newspapers 
recently  acquired  by  Buffett, 
Henry  and  Bezos.  Most  of 
what  I’ve  gathered  indicates 
the  three  are  respectful  of 
holding  the  line. 

I’m  also  hopeful  about  the 
recent  purchases.  Fresh  eyes 
on  our  business  could  drive 
industry  innovation  and  push 
us  toward  a  more  sustainable 
revenue  approach,  keeping 
afloat  the  journalism  that 
many  of  us  love— and  trust. 

I  have  high  expectations  for 
their  leadership  and  direction 
on  that  front. 

Buffett,  Henry  and  Bezos  are 
highly  regarded  for  their  busi¬ 
ness  acumen.  The  fact  they’ve 
chosen  to  invest  in  newspa¬ 
pers  tells  me  they  believe  the 
brand  continues  to  be  worth 


Kelly  Ann  Scott,  36 

executive  editor,  Reno  (Nev.) 
Gazette-JoumaJ 


Scott  became  the  executive 
editor  of  the  Reno  Gazette- 
Journal  in  June.  She  has 
worked  at  the  newspaper 
since  2005  in  various 
editing  roles  including 
senior  editor,  breaking 
news  editor,  project  editor 
and  assistant  city  editor. 
She  previously  worked 
as  a  reporter  for  the  St.  * 
Cloud  (Minn.)  Times.  She 
has  also  been  an  adjunct 
instructor  at  University 
of  Nevada,  Reno  and  is 
a  board  member  of  the 
Nevada  Press  Association. 


the  investment.  The  brands  behind  the  newspapers  are 
linked  with  a  solid  and  enduring  tradition  of  journalism 
across  all  platforms. 

The  three  recognize  the  value  of  quality  journalism,  and 
because  of  that,  I’d  expect  them  to  invest  and  support 
the  journalism  associated  with  their  brands.  That  sort  of 
support  should  allow  the  top-notch  journalists  at  those 
organizations  to  push  what  we  do  to  even  higher  levels  of 
quality  and  impact. 

Journalism  is  the  brand  that  these  newspapers  repre¬ 
sent.  Negatively  influencing  journalism  would  harm  that 
brand  and,  in  turn,  diminish  the  value  of  their  invest¬ 
ments.  It’s  in  their  best  business  interests  to  continue  to 
produce  good  journalism. 
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Percent  Of  Men  And  Women  Who  Used 
Their  Smartphone  And/Or  Tablet  To 
Consume  Digital  Content  Within 
News  Websites  Or  Apps 

Based  on  a  random  sampling  ot’l,l'34  U.S.  adults  in  Ql  2()i;5  and  1,001  U.S.  adults  in  Ql  2012 
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How  Much  Money  Do 
Social  Media  Users  Make? 


Under  $30K 


o 

35% 


$60K-$100K 
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As  of  May  2013,  almost  72% 
of  online  U.S.  adults  use 
social  networking  sites,  up 
from  67%  in  late  2012. 
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of  online  adults  said  they 
used  social  networking 
sites  in  February  2005. 
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18%  of  online  adults 
are  now  Twitter  users 
compared  to  8%  of  online 
adults  in  November  2010. 
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Job  1  for  Newspapers: 
Audience  Development 

Falling  readership,  rising  competition  and 
demographic  drift  are  reasons  why 


By  Alan  D.  Mutter 

While  strategic 

audience  develop¬ 
ment  ought  to  be  the 
top  priority  at  every 
newspaper,  efforts  toward  fulfilling 
this  vital  mission  are  fitful  and  far  be¬ 
tween  at  many  publications.  This  has 
got  to  change,  if  the  industry  intends 
to  sustain  its  strength. 

The  bad  news  for  newspapers  is 
that  a  significant  majority  of  the 
adults  in  the  typical  community  don’t 
subscribe  to  the  paper  in  either  its 
print  or  digital  incarnations.  But  the 
flip  side  of  this  problem  is  that  the 
abundant  population  of  non-readers 
in  every  community  represents  a  sub¬ 
stantial  base  of  potential  consumers 
for  the  transformative  and  delightful 
new  products  that  publishers  could 
bring  to  market  -  if  they  put  their 
minds  to  it. 

It’s  not  that  newspapers  neglect  au¬ 
dience  building.  Thqy  don’t.  But  their 
outreach  is  aimed  almost  exclusively 
at  capturing  the  increasingly  rare  cus¬ 
tomer  who  reliably  pays  for  print  or 
digital  access  for  months,  if  not  years, 
on  end.  Those  are  great  customers 
and  any  business  would  be  glad  to 
have  them. 

But  the  population  of  steadfast 
loyalists  is  dwindling,  as  modem  con¬ 
sumers  take  advantage  of  the  digital 
media  to  customize  the  news,  enter¬ 
tainment  and  information  they  ingest. 
Given  shifting  consumer  preferences, 
newspapers  need  to  think  differently, 
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if  not  to  say  obses¬ 
sively,  about  how  to  serve 

-  and  profit  -  from  individuals 
who  don’t  look,  think  or  behave  like 
traditional  subscribers.  Unfortunately, 
most  newspapers  don’t. 

Here’s  why  they  should: 

Falling  readership.  Since  peaking 
at  63.3  million  subscribers  in  1994 
(the  year  before  the  Internet  entered 
the  public  consciousness),  weekday 
newspaper  circulation  fell  by  30  per¬ 
cent  to  44.4  million  in  2011,  accord¬ 
ing  to  the  most  recent  data  published 
by  the  Newspaper  Association  of 
America.  Back  in  1994,  63.5  percent 
of  American  households  subscribed 
to  newspapers,  according  to  an  analy¬ 
sis  of  census  data.  In  2011,  only  38.9 
percent  of  homes  took  newspapers 

-  with  penetration  evidently  continu¬ 
ing  to  fall  ever  since,  according  to  the 
semiannual  updates  issued  by  the 
Alliance  for  Audited  Media. 

Rising  competition.  Modern 
consumers  are  hooked  on  the  power 
conferred  by  the  digital  media  to  pick 
and  choose  what,  where,  when  and 
how  they  get  news  and  other  infor¬ 
mation.  The  Pew  Research  Center 
last  year  found  that  two-thirds  of 
Americans  visited  upwards  of  three 
or  more  outlets  to  keep  up  with  cur¬ 


rent  events.  Twenty  percent  of  urban 
dwellers  accessed  six  or  more  news 
sources,  while  11  percent  of  raral 
residents  consulted  half  a  dozen  or 
more  sources. 

Demographic  drift.  Most  young 
consumers  simply  don’t  dig  newspa¬ 
pers,  leaving  publishers  with  ever-old- 
er  audiences  that  eventually  will  age 
to  extinction.  The  Reuters  Institute 
for  the  Study  of  Journalism  at  Oxford 
University  earlier  this  year  reported 
that  55  percent  of  individuals  under 
the  age  of  35  preferred  the  digital 
media  as  their  primary  news  source,  as 
compared  with  5  percent  in  the  same 
age  category  who  preferred  print. 

Because  there  is  no  reason  to  be¬ 
lieve  these  trends  are  likely  to  reverse, 
publishers  hoping  to  sustain  and 
reinvigorate  their  valuable  franchises 
need  to  concentrate  on  finding  new 
products  and  services  to  attract  the 
readers  they  need  -  and  the  advertis¬ 
ers  they  want. 

Newspapers  can  create  transforma¬ 
tive  and  delightful  products  across 
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r  “At  many  newspapers, 
these  missions  aren’t  even 
explicitly  on  the  radar  at  all.” 


the  growing  range  of  digital  plat¬ 
forms  by  leveraging  their  unmatched 
content-creation  capabilities,  vast 
archives,  unrivaled  local  marketing 
power  and  the  deep  commercial  rela¬ 
tionships  they  possess  in  each  of  the 
communities  they  serve. 

What  audiences?  What  products? 
What  platforms? 

The  answers  to  those  vexing  ques¬ 
tions  will  be  revealed  only  after  pub¬ 
lishers  invest  the  time  and  money 
necessary  to  develop  thoughtful 
strategic  plans  that  take  into  account 
local  market  conditions,  the  com¬ 
petitive  forces  arrayed  around  them, 
and  the  unique  strengths  and  weak¬ 
nesses  of  their  respective  organiza¬ 
tions.  Equipped  with  well-wrought 
strategic  plans,  publishers  can  invest 
wisely  and  confidently  in  opportuni¬ 
ties  to  attract  new  audiences  and 
revenue  streams. 

As  mission-critical  as  strategic 
planning  and  audience  building 
ought  to  be,  these  missions  fail  to  be 
accorded  the  priority  they. deserve 
at  many  newspapers.  Some  news¬ 
papers  delegate  “audience”  to  the 
editor,  who  somehow  is  supposed 
to  fix  things  by  intuitively  produc¬ 
ing  the  “right”  sort  of  content.  Some 
publishers  assign  audience  develop¬ 
ment  to  the  circulation  manager, 
who  somehow  is  supposed  to  boost 
subscriptions  while  curbing  cancel¬ 
lations.  Some  papers  allocate  audi¬ 


ence  development  to  the  marketing 
department,  whose  staffing,  research 
and/or  promotional  budgets  often 
are  the  first  to  be  cut  in  moments  of 
financial  distress.  At  many  news¬ 
papers,  these  missions  aren’t  even 
explicitly  on  the  radar  at  all. 

When  the  development  of  transfor¬ 
mative  and  delightful  products  is  left 
largely  to  chance,  the  outcome  is  un¬ 
likely  to  be  auspicious,  because  suc¬ 
cessful  innovations  seldom  emerge 
from  seat-of-the  pants  hunches, 
scattered  responsibilities  and  episodic 
tactical  skirmishes. 

Success  requires  a  well-researched, 
well-conceived,  well-articulated  and 
well-communicated  strategic  plan 
that  is  the  responsibility  of  everyone 
in  the  building.  At  most  newspapers, 
this  approach  not  only  would  be 
transformative  but  also  would  make 
life  more  delightful  than  it  has  been 
in  years.  ■ 

Alan  D.  Mutter 
is  a  former 
newspaper 
editor  who 
became  a 
Silicon  Valley 
CEO  and 
now  serves 
as  a  strategic  consultant  for 
media  companies.  He  blogs 
at  Reflections  of  a  Newsosaur 
(xmvw.newsosaur.blogspot.com). 
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The  Rise  of  ‘Real-Time’ 
Ad  Spending 


Why  it’s  more  important  than  ever 
for  media  companies  to  invest 
in  their  mobile  strategy 


By  Rob  Tomoe 


Every  newspaper  edi¬ 
tor  in  America  under¬ 
stands  the  main  financial 
issue  threatening  journalism 
in  the  21sf  centuiy— digital  ad  dimes 
are  replacing  display  ad  dollars.  As 
Digital  First  Media’s  Editor-in-Chief 
Jim  Brady  is  fond  of  noting,  in  order 
for  online  journalism  to  be  financially 
viable,  media  companies  need  to  learn 
how  to  stack  those  digital  dimes. 

What  if  I  told  you  those  dimes  could 
be  turning  into  digital  pennies? 

A  new  technology  known  as  real¬ 
time  ad  bidding  (RTB)  threatens  to 
undermine  the  online  business  many 
media  companies  have  built  their  on¬ 
line  strategy  around— placing  displays 
ads  sold  in-house  next  to  content  and 
racking  up  ad  impressions. 

Here’s  how  RTB  works.  Say  you’re 
shopping  for  sneakers  at  Amazon,  and 
you  add  a  pair  of  shoes  into  your  shop¬ 
ping  cart,  but  don’t  pull  the  trigger  to 
purchase  them.  A  cookie  is  stored  with 
that  activity,  and  when  you  go  to  the 
next  website,  a  process  is  triggered  in 
real-time  through  a  series  of  calcula¬ 
tions  and  algorithms  too  complicated 
for  me  to  explain. 


The  cookie  basically  says,  “Hey, 
Bob’s  on  the  New  York  Times 
website  right  now.  Do  you  want  to 
purchase  an  individual  ad  to  show 
him  while  he’s  there?”  Amazon  says 
yes,  and  when  Bob’s  page  finishes 
loading,  viola!  There’s  an  ad  for  the 
veiy  sneaker  he  almost  purchased  just 
minutes  earlier. 

This  happens  all  within  a  fraction  of 
a  second. 

So,  why  is  this  a  threat?  RTB  al¬ 
lows  companies  to  target  individual 
users  and  deliver  hyper-relevant  ads, 
increasing  click-through  rates  and 
conversions.  And  while  your  remnant 
inventory  has  already  driven  cpms 
down  below  $1  per  thousand  impres¬ 
sions  by  analytically  targeting  demo¬ 
graphics  across  multiple  media  prop¬ 
erties,  RTB  allows  advertisers  to  drill 
their  targeting  down  to  an  individual 
ad  buy,  increasing  the  effectiveness 
and  lowering  the  cost  for  advertisers. 

Advertisers  love  this  new  approach. 


as  well  as  the 
simplicity  of  deal¬ 
ing  with  one  dashboard  to  manage 
their  campaign,  as  opposed  to  have  to 
work  with  individual  reps  at  various 
media  properties.  In  2013, 19  percent 
of  all  display  ads  purchased  in  the  U.S. 
(totaling  $3.34  billion)  will  go  towards 
RTB,  an  increase  of  74  percent  over 
last  year.  With  a  high  adoption  rate 
and  satisfied  advertisers,  you  can 
expect  those  numbers  to  continue  to 
grow  exponentially. 

For  publishers,  it  means  more  and 
more  ad  dollars  will  end  up  in  the 
hands  of  tech  middlemen  develop¬ 
ing  and  maintaining  the  technology, 
leaving  less  left  over  for  publishers. 
While  this  is  great  news  for  the  ad 
tech  industry,  it  could  possibly  make 
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things  tougher  for  publishers  in  need  of  revenue  to  pay 
their  content  creators. 

“Most  publishers  are  not  thinking  about  taking  advantage 
of  RTB,  they’re  focused  on  how  to  mitigate  the  losses,”  says 
Craig  Frederickson,  \^ce  President  of  eMarketer,  a  digital 
marketing  research  firm.  “The  reason  is  that  the  growth  of 
programmatic  advertising,  particularly  on  ad  networks,  has 
meant  a  dramatic  shift  in  ad  pricing  and  ultimately  caused 
ad  prices  to  drop  relatively  dramatically  in  the  display  space.” 

So,  how  can  publishers  respond  to  this  latest  shift  in 
online  ad  sales?  Many,  like  the  New  York  Times  and  the 
Wall  Street  Journal,  are  turning  to  more  sponsorships  and 
custom  ad  executions  as  a  way  to  provide  the  most  premi¬ 
um  ad  placements  possible.  Others,  such  as  Buzzfeed  and 
Mashable,  are  beginning  to  offer  ads  that  are  completely 
customized  and  unique,  often  utilizing  a  specialized  format 
that  make  an  advertiser  feel  and  look  special,  leading  to 
stronger  brand  recognition  at  a  premium  cost. 

Even  publishers  who  refused  to  sell  online  display  ads 
through  programmatic  channels  earlier  in  the  year,  like 
ESPN  and  USA  Today,  have  changed  their  tune.  The  New 
York  Times  went  so  far  as  to  hire  a  programmatic  adver¬ 
tising  director.  Matt  Prohaska,  after  recognizing  they  were 
falling  behind  in  the  market.  Bany  Lnwenthal,  the  Presi¬ 
dent  of  Media  Kitchen,  thinks  most  publishers  will  realize 
in  the  next  12  months  that  avoiding  programmatic  sales 
all  together  will  severely  impede  their  ability  to  compete. 

In  a  sense,  the  advent  of  RTB  could  be  an  opportunity 
for  mid-sized  publications,  as  it  offers  small  businesses 
that  might  not  be  able  to  afford  to  pay  display  ad  rates  an 
opportunity  to  promote  themselves.  The  downside  is  the 
technology  to  develop  an  in-house  RTB  network  is  com¬ 
plex  and  expensive,  and  only  being  utilized  so  far  by  larger 
properties,  like  thelVea>  York  Times.  Also,  smaller  publica¬ 
tions  have  a  smaller  audience,  meaning  a  portion  of  the 
impressions  a  local  small  business  would  want  to  buy  might 
end  up  on  another  publisher’s  website  in  order  to  total  the 
number  of  impressions  needed  to  turn  some  level  of  profit. . 

The  growth  in  RTB  and  programmatic  ad  sales  comes 
on  the  heels  of  an  unexpected  surge  in  mobile  spending, 
which  has  grown  to  an  estimated  $6.2  billion  annually. 
Media  companies  have  felt  a  pinch  from  mobile,  where 
single  column  content  display  means  less  content  on  a 
page,  and  less  room  for  the  premium  advertising  spots 
they’ve  built  their  desktop  business  on,  despite  their  in¬ 
vestments  in  mobile  platforms. 

“Publishers  have  invested  more,  but  at  the  same  time,  the 
money  they’re  making  from  mobile  is  much  lower  simply 
because  of  the  amount  of  inventory  a  publisher  needs  to 
fill,”  said  Frederickson.  “The  audience  size  on  a  publisher’s 
mobile  site  is  also  variable  and  fragmented  from  an  adver¬ 


tiser’s  perspective,  which  is  why  platforms  like  Facebook 
and  Twitter  are  demanding  so  much  attention.” 

It  all  comes  down  to  approach.  While  most  publishers 
focus  on  premium  display  ads  to  generate  the  bulk  of  their 
revenue  on  their  desktop  site,  their  mobile  sites  are  filled 
with  small,  horizontal  ads  that  don’t  move  the  needle.  Flip- 
board  has  developed  an  interesting  interface  on  mobile  that 
online  publishers  might  look  to  for  inspiration.  As  readers 
flip  through  a  story,  Flipboard  offers  up  full-screen  display 
ads  in  an  unobtrusive  way,  allowing  more  lucrative  brand¬ 
ing  campaigns  to  help  fill  their  mobile  coffers. 

The  one  positive  sign  for  publishers  is  that,  like  RTB, 
mobile  ad  sales  still  represent  only  a  fraction  of  the  total  ad 
spending.  Whether  publishers  like  it  or  not,  programmatic 
ad  buying,  and  RTB  have  reached  a  point  of  no  retimi,  and 
their  share  of  the  online  advertising  pie  will  only  continue  to 
grow.  As  Jack  Marshall  at  Digiday  noted,  at  the  end  of  the 
day,  publishers  will  be  forced  to  sell  how  buyers  want  to  buy. 
It’s  up  to  them  to  figure  out  how  to  make  it  profitable.  ■ 

r RohTorrwe  is  a  cartoonist  and  reporter  for 'EjdiXor  | 
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Journalists  Shouldn’t 
Play  Endorsement  Game 

Too  much  is  at  stake,  like  a  newspaper’s  reputation, 
to  risk  blatantly  supporting  a  candidate 

By  Allan  Wolper 


nee  upon  an  election 
in  New  York,  voters 
would  lock  themselves 
in  their  polling  booths, 
clutching  the  editorial  page  of  their 
favorite  newspaper.  Then  they  would 
click  away  at  the  names  suggested  by 
those  editorials.  It  was  a  heady  time 
for  editorial  writers. 

Those  days  were  hard  ones  for  po¬ 
litical  reporters.  No  matter  how  much 
they  tried,  the  readers  and  politicians 
alike  knew,  wink,  wink,  wink,  wink, 
that  reporters  were  simply  adjuncts 
of  the  editorial  writers.  Liberal  papers 
had  reporters  who  typed  with  their  left 


hands  and  conservative  papers  had 
right-handed  journalists. 

No  one  could  dissuade  the  read¬ 
ers  otherwise.  Those  reader  voters 
had  selected  clips  to  confirm  their 
conspiracy  theories.  Reporters 
could  argue  all  they  wanted  to  do 
was  present  an  honest  portrait  of 
political  life,  but  few  people  actually 
believed  them. 

Still,  the  editorial  page  remained 
influential.  And  their  favorite  politi¬ 
cians  benefited  from  newspaper 
endorsements.  It  had  the  same  kind 
of  cachet  as  the  chroniclers  of  Broad¬ 
way  and  Hollywood.  Meaning  the 


chosen  few  would  immediately  buy 
television  and  print  ads  trumpeting 
the  endorsements. 

These  days,  thanks  to  a  “New 
Normal  of  Newspaper  Marketeers,” 
anxious  to  brand  their  news  pages,  the 
editorial  page  endorsements  are  losing 
their  luster. 

For  one  thing,  tlie  on-line  newspaper 
world  is  filled  with  tweeting  reporters 
texting  their  guts  out,  bloggers  banging 
madly  on  their  keyboards,  Facebooks 
filled  with  friends,  Linked-in  winners 
and  losers,  mass  emailers,  etc. 

So  there  was  only  one  thing  a  hard 
writing  editorial  writer,  especially  one 
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even  though  this  criticism  may  be 
without  foundation.” 

The  Star  Ledger  eventually  suc¬ 
cumbed  to  the  lure  of  the  editorial 
political  game  and  went  back  to  the 
political  endorsement  game-a  game 
that  shouldn’t  be  played  when  so 
many  readers  have  so  many  places 
to  get  information.  It  is  incumbent 
on  newspapers-which  still  is  the  best 
place  to  get  the  news-to  remember 
that  their  readers  need  the  truth,  not 
what  some  blogger  thinks  is  the  truth. 

One  more  thing:  Bill  de  Blasio  won 
the  Democratic  primary  with  40.8 
per  cent  of  the  vote.  Bill  Thomp¬ 
son  was  second  with  26  per  cent  of 
the  vote.  Far  behind  was  Christine 
Quinn,  the  winner  of  the  editorial 
page  war,  with  just  15  per  cent  of  the 
vote,  in  third  place. 

There  will  be  those  who  say  that 
newspaper  endorsements  are  still  im¬ 
portant  because  editorial  page  writers 
can  sniff  out  the  truth  with  interviews 
of  candidates  and  offer  an  important 
perspective  to  disinterested  readers. 

That  was  a  last  century  truth.  The 
Internet  is  polluted  with  mostly  half 
truths.  The  role  of  a  paper  is  to  guide 
a  reader  to  where  there  are  dissenting 
views.  The  readers  won’t  get  this  kind 
of  information  from  television  which 
these  days  consists  mostly  of  people 
practicing  /  Think  Journalism,  sitting 
at  their  computers  guessing  what  is 
going  on  out  there.  ■ 


from  a  tabloid  could  do:  get  onto  the 
front  page  in  a  call  to  political  arms 
and  legs-waming  of  dire  consequenc¬ 
es  if  voters  dared  to  stray  and  vote  for 
one  of  the  non-endorsed. 

It  isn’t  working  any  more  in  The 
Big  Apple. 

Suddenly,  the  reader  began  suspect¬ 
ing  that  a  newspaper  that  pushes  a 
particular  candidate  instead  of  report¬ 
ing  on  his  campaign  is  heading  into  an 
ethical  swampland.  And  it  is  not  to  be 
trusted  to  trumpet  the  truth. 

In  the  most  recent  New  York  City 
primary  for  mayor,  the  Democratic 
Party  masses  turned  their  backs  on  all 
mainline  newspapers,  and  a  couple  of 
special  interest  publications  as  well. 

I  think  that  readers  are  just  tired  of  I 
Think  Journalism.  I  think  they  want 
to  know  what  we  found  out,  not  what 
we  think  about  something. 

The  New  York  Times,  The  Daily 
News,  The  New  York  Post,  andiV^^s- 
day,  all  supported  New  York  City 
Council  Speaker  Christine  Quinn  for 
mayor  and  the  two  special  publica¬ 
tions,  El  Diario  La  Prenza  and  The 
Amsterdam  News,  endorsed  former 
New  York  comptroller  Bill  Thompson. 

The  News  and  the  Post  splashed 
their  endorsement  on  their  front 
pages.  The  Times  was  a  bit  more 
subtle,  placing  theirs  on  top  of  their 
online  edition.  But  they  bolstered 
their  editorial  page  support  with  a 
news  story  that  questioned  whether 
the  eventual  winner  of  the  primary. 
Bill  de  Blasio,  was  someone  who  had 
a  hard  time  making  decisions. 

The  marriage  of  the  news  and  edi¬ 
torial  pages,  pushed  by  newspaper 
marketers  to  promote  their  brand, 
actually  hurts  the  reputation  of  the 
news  products.  Reporters  won’t 
have  a  chance  to  even  pretend  that 
they  are  honest  evaluators  of  the 
political  world. 

Even  The  Associated  Press,  the 
model  of  non-political  decorum,  was 
affected  by  the  merger  of  the  editorial 
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and  news  pages.  It  prompted  them  to 
send  out  a  memo  that  captured  the 
essence  of  the  issue: 

“In  at  least  two  recent  cases,  we  have 
seen  a  few  postings  on  social  networks 
by  AP  staffers  expressing  personal 
opinions  on  issues  in  the  news.  This 
has  happened  on  The  New  York  State 
Senate  vote  on  gay  marriage  arid  on 
the  Casey  Anthony  trial.  These  posts 
undermine  the  credibility  of  our  col¬ 
leagues  who  have  been  working  so 
hard  to  assure  balanced  and  unbiased 
coverage  of  these  issues.” 

The  Newark  Star  Ledger  foresaw 
the  endorsement  problem  back  in 
October,  1973  when  it  announced  that 
it  would  no  longer  endorse  political 
candidates  because  it  left  newspapers 
too  open  to  criticism. 

“It  seems  presumptuous  simply  to 
anoint  a  candidate  with  an  endorse¬ 
ment,”  said  the  then  staid  Star  Led¬ 
ger.  It  went  on  to  say  that  any  paper 
which  indulges  in  editorial  politics 
“becomes  vulnerable  to  criticism  that 
it  is  biased  in  its  political  coverage 
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AN  EDITOR’S  CHEAT  SHEET  TO  PROPER  TRADEMARK  USE 

By  Eileen  McDermott 


Using  trademarks  properly  can  be  a  challenge 
for  even  the  most  brand-sawy  editor.  But  doing 
so  is  increasingly  crucial  as  content  becomes 
more  widely  read  and  accessible  to  a  general 
audience  via  the  internet.  This  potentially  in¬ 
finite  reach  imposes  an  even  greater  resp)onsi- 
bility  to  ensure  that  content  is  accurate  and  in¬ 
formative,  from  verifying  quotes  to  using  brand 
names  in  their  proper  context.  Unfortunately, 
many  professionals  don’t  fiilly  understand  what 
trademarks  and  trade  names  are,  much  less 


how  to  guarantee  their  proper  use.  Learning 
what  trademarks  are  (and  are  not)  and  why 
they  are  important  can  help  in  understanding 
how  and  when  to  use  them,  which  will  set  you 
apart  from  your  peers. 

WHAT  IS  A  TRADEMARK? 

A  trademark  is  a  source  identifier— it  can  be  a 
word,  a  name,  a  symbol  or  a  device  (or  any  com¬ 
bination  of  these)  that  distinguishes  die  source 
of  the  goods  of  one  party  from  those  of  others 
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verbs  or  nouns,  rather  than  adjectives.  Trademarks  are  proper  adjectives,  and 
should  be  used  as  adjectives  qualifying  generic  nouns  that  define  the  products 
or  services.  For  example:  A  XEROX  brand  copier  or  a  KLEENEX  tissue. 


(for  example,  COCA-COLA  and  FE¬ 
DEX).  Trademarks  may  also  be  used 
to  distinguish  the  services  of  one  party 
fix)m  those  of  others.  Trade  names  are 
corporate  or  business  names,  and  are 
not  the  same  as  trademarks  or  service 
marks.  For  example,  McDonald’s  is  the 
name  of  a  company,  as  well  as  being  a 
trademark  for  restaurant  services. 


WHY  SHOULD  I  CARE  ABOUT  USING  TRADEMARKS  PROPERLY? 

When  this  rule  is  not  followed,  trademarks  can  lose  their  distinctive  character 
and  companies  can  lose  their  legal  rights  to  a  once  famous  name.  Think  of 
the  following:  Elevator.  Kerosene.  Yo-Yo.  Each  of  these  well-known  product 
names  was  once  a  famous  trademark,  but  now  they  are  merely  generic  product 
names,  and  in  some  countries  are  unable  to  obtain  accompanying  rights.  This 
is  what  happens  when  the  public  comes  to  regard  a  brand  name  as  the  generic 
name  of  a  product.  And  when  authors  and  journalists  reinforce  such  use,  this 
process  can  occur  much  faster. 


WHY  DO  THEY  MATTER? 

Trademarks  and  sendee  marks  matter 
because  they  help  the  public  to  iden¬ 
tify  their  preferred  source  of  goods  from 
among  the  many  other  sources  available 
to  them.  Consumers  are  able  to  make 
informed  choices  based  on  their  experi¬ 
ences  with  different  brands.  This  in  turn 
helps  a  company  to  establish  goodwill 
and  to  build  its  brand  reputation. 


SO  HOW  DO  I  REMEMBER  THE  RULES? 

There  is  a  simple  mnemonic  device  that  can  help:  just  remember  ACID 
ADJECTIVE 

Always  use  marks  as  adjectives— not  nouns  or  verbs.  — 

CONSISTENT  /f 

Make  sure  you  reference  marks  the  same  way  each  time. 

IDENTIFICATION 

Use  ™  to  identify  an  unregistered  trademark  or  D  to  identify  an  unregistered 
service  mark.  Use  ®  to  identify  a  registered  trademark  or  service  mark.  Use  these 
symbols  at  least  once  per  article,  advertisement  or  press  release,  preferably  the 
first  occurrence  of  the  mark.  For  additional  identifiers,  including  international 
symbols  and  designations,  see  INTA’s  Guide  to  Proper  Trademark  Use. 
DISTINCTIVE 

Trademarks  and  service  marks  should  be  displayed  in  a  way  that  distinguishes 
them  from  the  surrounding  text.  For  example,  many  trademarks  are  written  in 
all  capital  letters.  The  generic  noun  that  identifies  the  product  or  service  should 
be  used  immediately  after  the  trademark  name.  Examples  include:  CANON 
cameras,  Scotch  brand  transparent  tape  and  Callaway®  golf  clubs. 

Following  these  rules  will  ensure  that  both  you  and  the  trademarks  you  write 
about  stand  out  from  the  crowd  for  years  to  come. 

Eileen  McDermott  is  the  managing  editor,  news  and  policy  at  the  Internation¬ 
al  Trademark  Association  in  New  York  City.  The  INTA  is  a  global  association  of 
trademark  owners  and  professionals  dedicated  to  supporting  trademarks  and 
related  intellectual  property  in  order  to  protect  consumers  and  to  promote  fair 
and  effective  commerce.  For  more  information,  visit  inta.org. 


International 

Trademark 

Association 


HOW  CAN  YOU  USE  A 
TRADEMARK  IMPROPERLY? 

One  of  the  most  common  mistakes  is 
to  use  trademarks  and  service  marks  as 


\  One  is  annoying. 

1  One  is  delicious. 

I  One  is  the  bane  of 
M  e-mail  users  worldwide. 

One  is  enjoyed  for 
breakfast,  lunch  and 
dinner  all  around  the 
globe.  So  please  take  notice  that  SPAM* 
products  are  no  longer  called  “luncheon 
meat”  and  should  always  have  capital 
letters  and  be  followed  by  the  (8>  symbol. 
And  to  avoid  confusion  due  to  many 
different  varieties  of  our  favorite  food, 
please  refer  to  the  entire  product  line  as 
the  SPAM*  family  of  products.  Let's  work 
together  to  keep  this  American  tradition 
thriving  for  future  generations  to  come. 
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Use  the  GMAT  Trademark  Correctly 
and  Ace  This  Test 


GMAT: 

A.  is  the  trademark  for  the 
Graduate  Management 
Admission  Test'  exam? 

B.  Should  be  used  as  a  noun? 

C.  Should  be  used  as  an 
adjective? 

D.  Both  A  and  B? 

E.  Both  A  and  C? 


The  correct  answer  is  “E”,  both  A  and  C. 

GMAT  trademark  represents  the  brand  for  the  Graduate  Management  Admission  Test 
exam.  The  GMAT  exam  is  owned  by  the  Graduate  Management  Admission  Council  and 
was  administered  nearly  287,000  times  worldwide  in  2011-2012  testing  year. 

Use  the  word  ’“GMAT  ”  as  an  adjective  whenever  you  refer  to  the  premier  test  designed 
for  business  schools,  by  business  schools,  and  used  in  admissions  decisions  by  more  than 
5,800  graduate  business  programs  worldwide. 


You’ll  get  high  marks  from  the  copy  desk. 

•m 

c  2013  Graduate  Management  Admission  Council 

gmac.com/Trademarks 


GMAC 

GRADUATE  MANAGEMENT 
ADMISSION  COUNCIL 
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NEWSPAPER  CFOs  OFFER  A  GLIMPSE 
INTO  THEIR  FINANCIAL  OUTLOOK 

BY  NU  YANG 


A= 


s  an  industry  professional,  imagine  if  you  could  see  into  2014. 
What  would  you  want  to  know?  The  biggest  trends?  How 
rfiuch  revenue  you’re  going  to  make?  Unfortunately,  being 
able  to  see  into  the  future  is  a  power  we  don’t  possess,  but 
that  hasn’t  stopped  news  organizations  from  looking  toward  next 
year.  E&P  asked  the  chief  financial  officers  at  Gannett,  Scripps, 
McClatchy  and  Belo  for  their  insights  and  perspectives  on  what’s 
working  in  2013,  how  they’re  preparing  for  2014  and  what  they 
expect  to  see  in  the  future. 
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WHAT  ARE  SOME  KEY  FACTORS  DRIVING 
PROFITABILITY  FOR  YOUR  BUSINESS? 


VICTORIA  MARKER,  GANNETT  CO.  INC.:  Eighteen 
months  ago,  we  kicked  off  a  series  of  cost  reduction 
projects  to  centralize  our  printing  and  distribution 
across  all  our  local  newspapers.  We’ve  taken  olf  about 
25  to  30  percent  of  our  cost  structure  just  by  leveraging 
more  centralized  hubs  (Gannett  Publishing  Services). 
As  we  expand  into  digital,  we  are  able  to  leverage  a 
very  large  customer  base  because  many  of  our  print 
customers  are  now  taking  these  (mobile)  applications 
whenever  they  want  to  view  their  content.  From 
an  advertising  standpoint,  we’re  able  to  leverage  a 
national  sales  force.  Whether  it’s  with  USA  Today 
or  our  local  newspapers,  we  have  digital  marketing 
services  that  are  now  being  sold. 

TIM  WESOLOWSKI,  E.W.  SCRIPPS  CO.:  We’re  very 
excited  about  our  digital  bundle  that  we  rolled  out  in 
2013.  Our  focus  is  expanding  our  reach  and  reaching 


our  readers  on  four  platforms:  print,  the  desktop, 
tablet  and  phone.  It’s  essential  to  let  our  readers  access 
us  the  way  they  want. 

ELAINE  LINTECUM,  MCCLATCHY  CO.:  We’ve 
launched  several  diverse  new  initiatives,  such  as  our 
Plus  Program  (digital  subscription  packages).  We 
also  put  in  metered  paywalls  on  our  websites  and  as 
a  result,  our  digital-only  subscriptions  have  increased 
by  25,000  subscribers.  In  addition,  we  want  to  focus 
on  providing  new  systems  in  circulation  and  editorial 
in  order  to  be  efficient  with  our  print  and  digital 
products. 

ALISON  ENGEL,  A.H.  BELO  CORP.:  Diversifying 
revenue  streams  away  from  core  print  advertising, 
stabilizing  core  print  advertising  and  continuing  to 
maximize  circulation  revenue. 


WHAT  CHANGES  TO  YOUR  PRICING/BUSINESS  MODEL  HAVE  IMPROVED  SALES 
AND  PROFITS?  WHERE  HAVE  YOU  SEEN  THE  MOST  GROWTH  AND  WHY? 


MARKER:  In  addition  to  our  digital  marketing 
services,  we  rolled  out  our  all  access  content  sub¬ 
scription  model  in  February  2012  which  allows  us  to 
appeal  to  customers  depending  on  when  they  want 
to  take  on  news  or  entertainment.  We  also  have 
complimentary  investments  in  CareerBuilder.com, 
Apartments.com  and  Cars.com.  They’re  not  only 
good  investments  for  us,  but  they  provide  additional 
revenue  streams  as  a  result  of  their  businesses  as 
well.  We’ve  seen  the  most  growth  in  our  digital  mar¬ 
keting  services,  which  started  from  zero.  Also,  our  all 
access  content  model  has  been  a  way  of  leveraging 
the  local  content  in  a  way  that  we  hadn’t  done  previ¬ 
ously  and  that  has  been  showing  very  nice  returns 
year  over  year. 

WESOLOWSKI:  The  digital  bundle  has  been  an 
opportunity  for  us  to  look  at  our  pricing  across  our 
entire  spectrum  of  products  for  subscription  revenue. 
There  are  several  subscription  packages  we  offer  with 
our  digital  bundle.  We’re  also  every  excited  about  our 
digital-only  products,  which  we’re  offering  in  some 
of  our  markets  for  about  $10  a  month.  We  see  a  nice 


opportunity  for  people  who  are  not  connected  with  us, 
such  as  non-subscribers  and  non-readers. 

LINTECUM:  We  continue  to  pursue  new  digital  and 
marketing  services.  For  example,  our  daily  deal  sites 
(which  launched  in  2011)  allow  us  to  extend  digital  to 
our  audience  and  sales  force. 

ENGEL:  We’re  very  focused  on  our  marketing  servic¬ 
es  (508  Digital  and  Speakeasy).  We  will  continue  to 
grow  those  in  2014.  We’ve  had  a  good  first  year  learn¬ 
ing  with  those  products  under  our  belt.  We’re  really 
excited  about  moving  into  the  second  year  with  both 
of  those  and  continuing  to  maximize  those  opportuni¬ 
ties.  We  are  changing  our  digital  strategy  on  circula¬ 
tion,  shifting  to  a  premium  experience  as  opposed  to 
having  a  paywall  {The  Dallas  Morning  News  dropped 
their  paywall  last  month  in  favor  of  a  premium  web¬ 
site).  All  of  our  research  indicates  that  this  is  more  of 
what  consumers  are  looking  for  rather  than  having 
a  paywall.  Our  premium  site  is  image-intensive,  has 
more  graphics,  less  ads,  some  personalization  and  a 
rewards/loyalty  program. 
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WHAT  PRODUCTS  ARE  THE  MOST  PROFITABLE? 


MARKER:  Our  classified  ventures  have  been  very 
profitable  for  us.  In  addition,  our  all  access  content 
subscription  model  because  of  its  digital  enhancement 
allows  us  to  charge  for  that  and  that  has  been  expanding 
our  mai^ns  as  opposed  to  going  the  opposite  direction. 

WESOLOWSKI:  As  we  look  at  our  different  revenue 
streams  going  forward,  at  the  moment  we’re  not  ready 
to  call  the  bottom  to  the  advertising  revenue  decline 
that  we’ve  seen.  With  the  roll  out  of  the  digital  bundle, 
we’d  be  disappointed  if  we  didn’t  start  to  see  some 
growth  over  time. 


LINTECUM:  Our  focus  is  to  continue  to  grow  our 
digital  revenue.  We  can  do  this  through  marketing 
our  creative  new  products  and  our  commitment  to 
producing  quality  journalism. 

ENGEL:  Core  print  advertising  for  all  newspap>ers  is 
still  the  most  profitable  product.  We  are  working  on 
new  products  and  new  revenue  streams  which  will 
become  profitable  over  time.  For  example,  wth  508 
Digital,  we  said  it  had  some  period  to  become  cash 
flow  positive  and  some  period  of  time  to  pay  back  the 
investment  we  made.  So  clearly  in  2013,  we’re  not 
exp>ecting  to  make  a  lot  of  money  under  that,  but  we’re 
focusing  more  on  the  long-term.  That’s  the  challenge 
of  the  business  in  general,  that  nothing  we  sell  right 
now  is  as  profitable  as  core  print  advertising  revenue. 


WHAT  ARE  YOUR  MOST  SUCCESSFUL  DISTRIBUTION  CHANNELS? 


MARKER:  Our  all  access  content  subscription  model 
is  distributed  by  both  calls  centers  and  our  marketing 
and  sales  agents.  As  a  product,  I  think  it’s  been  very 
successful  from  a  growth  standpoint. 

WESOLOWSKI:  They’ve  not  changed  a  lot  in  the  past 
several  years,  but  digital  is  where  our  focus  is.  We 
think  our  digital-only  subscription  is  something  really 
exciting  for  both  our  readers  that  are  in-market  as  well 
as  readers  who  are  interested  in  our  markets  but  live 
elsewhere. 


LINTECUM:  Our  distribution  channels  remain  our 
highly  successful  print  distribution  and  our  electronic 
distribution  channels,  including  our  websites  and  new 
mobile  platforms  such  as  offerings  on  smartphones 
and  new  tablet  apps. 

ENGEL:  I  think  all  our  distribution  channels  are 
successful.  We  have  more  readership  now  than  we’ve 
ever  had  due  to  the  combination  of  print,  digital  and 
our  niche  products— all  of  those  together  bring  us 
more  readers. 


“We’ve  seen  the  most  growth  in  our  digital 
marketing  services,  which  started  from  zero.” 

VICTORIA  MARKER,  GANNETT  CO.  INC. 


editorandpublisher.com 


NOVEMBER  2013  |  EftP  |  35 


/()/au\/v/> 

ichTisjoi  i  - 


WHAT  KIND  OF  BUDGET  ALLOCATIONS  ARE  YOU  SEEING  WITH 
PRINT  AND  DIGITAL  PRODUCTS?  DO  YOU  SEE  MORE  FUNDS 
BEING  USED  FOR  DIGITAL  AND  LESS  FOR  PRINT? 


MARKER:  From  an  investment  standpoint,  we’re 
seeing  a  growing  percentage  in  our  capital.  We’re 
sp>ending  between  110  and  120  million  on  capital 
each  year  now  and  it’s  largely  65  to  80  percent  digital 
development  as  opposed  to  10  years  ago  where 
that  was  largely  used  on  your  printing  presses  and 
machinery.  That’s  where  we’ve  seen  the  most  distinct 
change.  In  terms  of  our  operating  investment,  they’ve 
been  more  around  the  channels  of  distribution. 

WESOLOWSKI:  We’ve  invested  in  our  digital  group 
in  2013  and  we  spent  some  of  that  time  building 
out  a  consistent  platform.  Now,  people  on  the  local 
properties  can  sp>end  more  time  developing  great 


content,  putting  that  content  in  the  platforms  and 
having  our  local  people  sell  so  that  they  can  help  our 
advertisers  connect  with  our  readers.  We’ve  also  made 
investments  in  our  digital-only  sales  force  to  increase 
the  training  of  the  people  we  have  in  the  field,  and 
we’ve  invested  in  helping  our  journalists  write  for  the 
four  platforms. 

ENGEL:  The  most  profitable  revenue  stream  still 
comes  from  print  on  paper.  We’re  allocating  more 
of  our  investment  resources  like  marketing  and 
development-type  portions  of  our  budget  to  that  next 
generation  of  products,  such  as  our  marketing  services 
and  digital  subscriptions. 


SEVERAL  NEWSPAPERS  AROUND  THE  COUNTRY  HAVE  CUT 
PRINT  FREQUENCY  TO  THREE  TIMES  A  WEEK.  IS  THIS  A 
SUSTAINABLE  MODEL  FOR  THE  INDUSTRY? 


MARKER:  I  think  it  varies  by  the  market.  There  are 
markets  that  want  a  daily  and  there  are  some  who 
want  the  print  in  addition  to  what  they  have  online. 
Some  of  it  is  distributed  by  age  and  based  on  the 
marketplace. 

WESOLOWSKI;  We’ll  see.  I  think  potentially  there 
will  be  different  solutions  in  different  markets. 
We’re  optimistic  about  what  we’re  doing  now  with 
our  digital  bundle  in  2013  and  what  that  can  mean 
in  2014. 1  think  those  companies  are  making  these 


decisions  on  a  market-by-market  basis.  We  currently 
have  no  plans  to  do  that. 

LINTECUM:  At  McClatchy,  we  have  no  plans  to  cut 
frequency.  Our  readers  still  want  their  daily  papers  so 
we  don’t  plan  to  make  that  move. 

ENGEL:!  don’t  know  if  that’s  a  sustainable  model 
because  we’ve  never  studied  it  deeply— it’s  not  our 
strategy.  We’ve  been  very  clear  that  our  printed  edition 
is  very  important. 


“We  really  have  to  maintain  the  high-quality 
journalism  we  have  in  our  comrhunities.” 

TIM  WESOLOWSKI,  E.W.  SCRIPPS  CO. 
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NEWSROOM  AND  PRINT  ROOM  STAFFS  ARE  BEING  DOWNSIZED. 

DO  YOU  SEE  THIS  TREND  CONTINUING?  ALSO.  WHAT  ABOUT  THE  TREND 
OF  NEWSPAPERS  MOVING  TO  SMALLER,  LESS  EXPENSIVE  OFFICES? 


MARKER:  While  we  have  had  some  consolidation 
to  our  hubs,  what  really  matters  is  making  sure  we 
have  the  right  people  as  our  core.  More  people  are 
working  online  now,  so  it’s  been  less  about  needing 
to  physically  take  the  space  down  due  to  size,  but 
more  about  where  to  locate  it.  We  have  to  make 
sure  reporters  have  the  right  resources  and  access  to 
them,  such  as  video  production.  It’s  more  of  a  matter 
of  where  reporters  can  do  their  work  best,  so  we’ve 
equipped  them  with  iPads  and  other  technology  so 
they  can  go  whenever  and  wherever  their  stories 
take  them. 

WESOLOWSKI:  I  think  we’ve  done  a  good  job  on 
preserving  the  high  content  that  we’ve  got  in  our 
markets.  There’s  a  situation  that’s  happening  in 
the  industry  that  I  call  the  “debt  spiral.”  When  the 
great  recession  hit  in  2008,  revenue  went  down. 


so  newspapers  cut  the  newsrooms,  and  then  you 
ended  up  with  a  product  that’s  not  very  good.  It’s 
not  easy  to  sell  a  product  like  that.  We  really  have  to 
maintain  the  high-quality  journalism  we  have  in  our 
communities.  I  think  we’re  in  a  great  position  with 
the  digital  bundle.  We  make  great  journalism  and  we 
think  people  will  pay  for  it. 

ENGEL:  If  people  can  save  money  by  moving  to 
smaller,  less  expensive  space,  I  think  that’s  a  great 
move.  That’s  not  in  our  plans  for  us  in  Dallas  right 
now.  We  maintain  a  veiy  strong  investment  in  our 
newsrooms  and  we  want  to  continue  doing  that.  It’s 
a  constant  balance  between  where  the,  revenue  comes 
out  and  what  we  can  spend  on  the  expense  side.  We 
want  to  try  and  preserve  the  newsroom  as  much  as 
possible  because  producing  quality  local  content  is  an 
integral  part  of  our  long-term  success. 
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MARKER:  From  a  printing  standpoint,  we  have 
to  continue  to  focus  on  cost  and  paper  supply.  We 
constantly  keep  an  eye  on  that  as  a  big  piece  of  our 
cost  structure  and  it  requires  ongoing  care  with  our 
suppliers,  so  we  don’t  hold  a  lot  of  inventory.  The 
flipside  to  that  is  the  opportunity  to  expand  our  all 
access  content  subscription  model,  and  we  recently 
launched  a  similar  approach  with  a  pilot  in  four 
markets  (the  Indianapolis  Star,  New  York’s  Rochester 
Democrat  and  Chronicle,  Florida’s  Fort  Myers  News- 
Press  and  Wisconsin’s  Post-Crescent),  where 

the  local  paper  contains  an  edition  of  USA  Today. 
We’re  looking  at  launching  that  pilot  in  the  rest  of  the 
markets  early  next  year. 


WESOLOWSKI:  I  think  the  threat  is,  “What’s  going 
on  with  the  economy?”  I’ve  got  Bloomberg  on  my 
TV  in  my  office  all  day  and  I  see  what’s  going  on 
in  Washington.  Markets  don’t  like  uncertainty, 
communities  don’t  like  uncertainty  and  our  advertisers 
don’t  like  uncertainty.  I  think  if  we  can  get  people 
in  Washington  to  work  together  and  help  get  the 
economy  growing  at  a  good  rate  that  will  be  great  for 
advertisers  and  our  readers. 

ENGEL:  Our  revenue  decline  in  the  core  areas, 
whether  or  not  they  meet  our  expectations  or  are 
worse  than  what  we  expect  or  plan  for.  The  best  way  to 
mitigate  the  risk  is  to  have  a  realistic  plan. 


ARE  THERE  ANY  SPECIFIC  GOALS  OR  PROJECTS  PLANNED 
FOR  2014  THAT  WILL  IMPROVE  YOUR  BOTTOM  LINE? 


MARKER:  We’re  working  on  centralizing  and 
consolidating  by  creating  a  neuro-network  which 
allows  us  to  figure  out  the  best  time,and  the  best 
route  for  distribution.  We’re  using  computer-aided 
algorithms  that  actually  help  distributors  in  the 
market  to  figure  out  where  they  fit  in  order  to  be 
more  efficient. 


WESOLOWSKI:  Continuing  the  things  we  set  on 
course  in  2013.  We  completed  our  digital  bundle  roll¬ 
out  and  we’ll  be  tweaking  that  throughout  the  year  and 
optimizing  our  investments  there.  We  continue  to  have 
efficiency  programs  in  order  to  help  reduce  costs,  such 
as  consolidation  and  centralizing  services. 

ENGEL:  Our  big  priorities  for  2014  are  continuing  Qur 
focus  on  the  marketing  services  and  what  we’re  doing 
on  the  digital  side. 


IF  YOU  CAN  SUM  UP  YOUR  FINANCIAL  OUTLOOK  FOR 
2014  IN  A  FEW  WORDS,  WHAT  WOULD  THEY  BE? 


MARKER:  We’ve  had  the  benefit  of  using  both  our 
digital  as  well  as  our  publishing  footprint  and  now  we’ve 
got  broadcast,  which  is  what  we’re  integrating  our  Belo 
Corp.  acquisition  into  (Gannett  announced  in  June  it 
will  acquire  the  Dallas-based  broadcast  company),  so  as 
we  expand  the  base,  it  gives  us  a  greater  footprint  in  our 
investments.  I’m  pretty  optimistic  about  our  financial 
trajectory  for  the  upcoming  year. 


WESOLOWSKI:  We’re  optimistic  in  everything  we’ve 
been  doing  and  the  investments  we’ve  made  on  our 
digital  side  in  terms  of  rolling  out  the  bundle. 

ENGEL:  We’re  excited  and  optimistic  for  2014.  We 
think  we’re  doing  all  the  right  things  and  focusing  on 
diversifying  our  revenue  and  continuing  to  find  the 
right  solutions  for  the  digital  side  of  our  business.  ■ 
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Dennis  Francis 

Honolulu  Star-Advertiser 


By  Ed  Zintel 


AS  he  looks  out  on  spectacular 
palm  tree-lined  fairways 
bordered  by  crashing  waves 
on  any  number  of  golf 
courses  he  regularly  frequents  in  his 
beloved  home  state  of  Hawaii,  Dennis 
Francis  often  thinks  about  how  his 
favorite  pastime  is  so  much  like  the 
newspaper  business  he  leads. 

“In  golf  you’re  competing  against  others,  but  really,  you’re 
comp)eting  against  yourself,”  says  Francis,  president  and 
publisher  of  the  Honolulu  Star-Advertiser.  “That’s  what  I  tell 
my  staff.  Yes,  you’re  always  competing  against  other  new'spa- 
pers  and  other  media,  but  all  you  want  to  do  is  your  bek.  We 
want  to  win  for  omselves.  That’s  the  ultimate  goal.” 

Ever  since  2010,  when  Francis,  55,  merged  Hawaii’s  two 
rival  and  heretofore  struggling  newspapers  into  one  now 
thriving  one,  he  has  made  himself  and  all  those  who  work 
with  him  winners.  For  that.  Editor  &  Publisher  selected 
Francis  as  Publisher  of  the  Year. 

Not  surprisingly,  Francis  was  golfing  on  the  big  island 
of  Hawaii  when  he  received  the  news  that  he  had  been  so 
honored  from  David  Kennedy,  the  Star-Advertiser’s  senior 
vice  president  of  marketing. 

“We  were  both  so  ecstatic,”  Kennedy  said.  “I  don’t  know 
‘  how  Dennis  could  put  his  attention  back  on  golf  after  I 


spoke  with  him,  but  knowing  him,  he  went  right  back  to 
being  that  intense  competitor  he  is.  He  loves  any  kind  of 
challenge  and  his  focus  is  unreal.” 

It’s  that  focus  that  led  Francis  to  revive  the  newspaper 
business  in  Hawaii.  According  to  Kennedy,  the  Star-Adver¬ 
tiser  was  bom  as  a  result  of  Francis’  response  to  a  “mortal 
challenge”.  When  Honolulu’s  two  then  daily  newspjq)ers— 
Gannett’s  The  Honolulu  Advertiser  and  Liberty  News¬ 
papers’  Honolulu  ended  a  longtime  joint 

operating  agreement  in  2001  with  the  intent  of  closing  the 
Star-Bulletin,  Black  Press  Ltd.  in  Canada  stepped  in  to  buy 
the  smaller  paper,  the  afternoon  Star-Bulletin. 

Black  Press  also  bought  Midweek— a.  free  weekly  news¬ 
paper  distributed  to  every  household  on  the  island  of 
Oahu— from  the  Newhouse  family  to  acquire  its  publishing 
infi-astructure:  printing  press,  distribution,  advertising  and 
accounting.  A  nine-year  Honolulu  newspaper  war  ensued. 

A  Bold  Idea 

David  Black  lured  away  Francis,  then  AduerfistT  general 
manager,  in  2004  to  be  the  Star-Bulletin’s  publisher. 
Francis  was  a  veteran  of  the  newspaper  industry,  having 
directed  circulation  departments  at  papers  and  agencies 
in  Ohio,  South  Carolina,  Washington  D.C.,  Vermont  and 
Hawaii,  and  he  knew  the  Hawaii  market  The  Star-Bulletin 
still  faced  challenges,  but  Francis  not  only  kept  it  going,  he 
also  launched  a  new  glossy  magazine  division  to  provide  an 
additional  revenue  stream. 

In  early  2010,  Francis  pruned  a  bold  idea:  The  Star-Bulle- 
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tin’s  parent  company,  Oahu  Publications  Inc.  (OPI),  would 
buy  the.(4duer<iser  from  Gannett,  combine  the  staffs  and 
create  a  new  paper,  the  Honolulu  Star-Advertiser.  The  move 
was  considered  incredibly  daring;  most  thought  the  much 
Advertiser  would  eventually  be  the  sole  surviving  daily 
paper  in  Hawaii.  Instead,  Gannett  left  the  islands  and  the 
new  newspaper  Francis  envisioned  was  bom  in  June  2010. 

Today,  Francis  heads  a  profitable  company  that  includes 
the  Honolulu  Star-Adxxrtiser;  The  Garden  Island  on  Kauai, 
published  Sunday-Friday;  MidWeek,  which  publishes 
separate  editions  on  two  islands  with  total  distribution  of 
300,422  and  combined  readership  of 350,804;  USA  Today 
Hawaii  Edition  (circulation  8,209);  four  zoned  weekly 
community  newspapers;  three  official  military  weekly 
newspa^rs  with  OPI  employees  working  on  military  bases 
side-by-side  with  active-duty  personnel;  a  magazine  divi¬ 
sion  that  produces  nine  glossy  publications;  and  a  sp>ecial 
sections  department  that  produces  four  weekly  publica¬ 
tions,  nine  special-occasion  publications,  and  weekly  in- 
season  programs  for  University  of  Hawaii  athletic  events. 
Dining  Out,  an  insert  in  the  Sunday  Star-Advertiser,  was 
ranning  about  40  ads  per  week  in  June  2010.  Today  it 
averages  more  than  100  ads.  Likewise,  another  Sunday 
Star-Advertiser  insert,  Hawaii  Renovations,  a  home- 
improvement  section,  started  with  about  25  ads  weekly  and 
today  is  running  an  average  of  more  than  60. 

Kennedy  said  one  of  Francis’  other  notable  achievements 
was  to  launch  a  paywall  for  the  Star-Advertiser’s  online 
digital  content  in  August  2011.  Francis  decided  that  print 
subscribers  would  receive  digital  access  for  free.  They  still  do. 

“Our  revenue  comes  mostly  from  the  print  side,”  Francis 
said.  “We  did  our  research  on  how  many  of  our  print  sub¬ 
scribers  were  accessing  their  news  online.  We  found  that 
33  percent  of  online  readers  also  read  the  print  edition.  We 
wanted  to  give  added  value  to  our  print  subscribers,  too.” 

The  move  paid  off.  In  the  first  year,  digital  circulation 
revenue  exceeded  $187,000,  a  revenue  stream  that  had 
previously  been  non-existent.  It  has  now  grown  to  more 
than  $232,000. 

Leading  The  Way  To  Big  Numbers 

Under  Francis’  leadership,  the  Star-Advertiser  has  also 
brou^t  forth  the  foDowing  initiatives  over  the  past  three  years: 

Introduced  a  free  “breaking  news”  app  for  smart  phones 


and  tablets  to  encourage  and  build 
the  digital  habit. 

Developed  a  TV  ad  campaign 
that  gives  viewers  a  sense  of  how 
the  newspaper  relates  to  their  life 
and  the  journalistic  experience 
that  puts  it  all  together. 

Created  a  digital  pricing  struc¬ 
ture  that,  according  to  Kennedy, 
is  perhaps  the  only  such  model 
in  the  country.  It’s  based  on  Ha¬ 
waii’s  unique  geography.  Since 
news  relevance  diminishes  the 
farther  the  reader  is  from  Oahu, 
the  digital  subscription  rates  for 
those  who  live  away  from  Hono¬ 
lulu  are  lower— neighbor  island 
readers  pay  less,  and  mainland 
readers  pay  the  least.  As  a 
result,  46  percent  of  the  Star- 
Advertiser’s  print  subscriber 
base  has  activated  its  premium 
digital  account.  What’s  more, 
18,260  new  subscriptions  have 
been  placed  online  (including 
monthly/annual  digital-only, 
annual  print  and  digital,  and  1 
day/14-day  passes).  Less  than 
.5  percent  of  print  subscribers 
downgraded  or  stropped  their 
subscription  following  the  digi¬ 
tal  launch.  And,  because  Francis 
wouldn’t  compromise  the 
customer  experience,  said  Ken¬ 
nedy,  Francis  challenged  the 
in-house  digital  team  to  build  a 
system  instead  of  working  with 
a  vendor  to  develop  the  paywall. 
The  result  was  the  seamless 
integration  of  the  newspaper’s 
circulation  systems  with  a  con¬ 
tent  management  system. 

The  Star-Advertiser’s  numbers 
are  up  across  the  board  under 
Francis.  According  to  the  Audit 
Bureau  of  Circulations/Alliance 
for  Audited  Media,  between  De¬ 
cember  2011  and  December  2012, 
Sunday  circulation  (print  and 
digital  replica/non-replica)  grew 
25.3  percent,  and  daily  circula- 


Pacifica  Media  Workers 
Guild,  Local  39521 
Vice  President  Derrick 
DePledge  shakes  hands 
with  Francis  after 
signing  a  new  contract 
for  the  employees  of 
the  Honolulu  Star- 
Advertiser.  Also  pictured 
are  guild  treasurer 
Robert  Shikina  (left) 
and  Hawaii  Business 
Manager  Heather  Ahue 
(right).  Photo  courtesy 
Cindy  Ellen  Russell/ 
Star-Advertiser 
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vertiser  has  an  obligation  to  promote  open  and 
transparent  government.  Thus,  the  paper  filed 
suit  against  the  state’s  governor  because  he 
reversed  previous  governors’  practice  of  mak¬ 
ing  public  the  names  of  candidates  for  judicial 
appointments.  The  p^>er  won  the  suit  and 
along  the  way,  a  judicial  selection  committee 
decided  to  make  the  names  public. 

The  paper  also  sued  the  Honolulu  Po¬ 
lice  Department  in  an  effort  to  get  copies 
of  emergency  911  audio  tapes  involving  a 
shooting  spree,  which  were  being  withheld 
from  the  public,  released.  The  paper  was 
able  to  get  five  of  the  nine  tapes  released. 

But  more  importantly,  said  Kennedy,  what 
had  been  the  HPD’s  pattern  of  withholding 
911  tapes  has  changed  markedly  since  then. 
The  police  are  now  much  quicker  to  offer 
911  tapes  than  before  the  suit. 


A  Charitable  Man 

\^^thout  fanfare,  Francis  is  noted  for  his  charitable  work 
and  for  giving  back  to  the  community.  In  addition  to  being 
on  several  boards,  including  chairman  of  the  local  Boy 
Scouts  of  America  chapter  and  the  Chamber  of  Commerce 
of  Hawaii,  he  sits  on  boards  of  the  American  Red  Cross,  the 
United  Way,  and  others. 

Francis  has  applied  his  charitable  work  to  his  business,  too. 
At  his  suggestion,  each  week  MidWeek  gives  away  a  full  page 
to  Hawaii  nonprofit  organizations  so  they  can  Weight  their 
activities,  such  as  featuring  a  community  volunteer  or  profil¬ 
ing  a  local  charity.  He  also  allows  free  advertising  for  chari¬ 
ties  to  publicize  upcoming  fundraisers.  Over  the  coiuse  of  a 
year,  that’s  equivalent  to  a  $338,000  contribution  to  local 


tion  over  that  time  grew  29  per¬ 
cent.  Francis  estimated  the  print 
daily  circulation  last  month  to 
be  about  126,000,  and  138,000 
Sundays.  Over  the  past  year, 
StarAdvertiser.com  has  received 
a  monthly  average  of  15,236,163 
page  impressions/views.  Even 
advertising  revenue  is  up  at  the 
Star-Advertiser— five  percent  in 
the  year  ended  February  2013. 

Francis  says  that  as  the  state’s 
largest  and  strongest  media 
organization,  he  feels  the  Star-Ad- 


The  first  Honolulu 
Star-Advertiser  comes 
off  the  presses  In  the 
Kapolel  printing  plant 
near  Honolulu  on  June 
6, 2010.  Press  supervisor 
Mike  Ohimann  (left)  and 
Francis  discuss  the  run  as 
adjustments  are  made. 
Photo  courtesy  FL  Morris/ 
Star-Advertiser 
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tent  and  then  let’s  them  do  their 
jobs.  He  believes  that  a  newspaper 
has  to  have  an  independent  voice 
to  make  it  stronger.  And,  today, 
this  newspaper  is  stronger. 

“It  was  evident  in  2001  that  this 
town  wasn’t  big  enough  for  two 
newspapers  and  there  was  a  lot  of 
uncertainty  in  the  newsroom.  But 
Dennis  led  us  through  the  dark 
time  with  a  confidence  and  belief 
you  rarely  see.” 


Publisher 

‘"“'Year 


charities.  Last  year  the  Star-Advertiser  gave  more  than  $1.6 
million  to  charities,  organizations,  initiatives  and  the  arts  to 
benefit  the  Hawaiian  islands.  Recently,  Francis  created  the 
“Subscriber  Donation  Program,”  which  provides  subscribers 
an  opportunity  to  donate  the  value  of  imdelivered  cop¬ 
ies  of  the  newspaper  when  they  are  away  on  vacation  to  a 
designated  charity.  Since  its  inception  18  months  ago,  the 
program  has  raised  more  than  $250,000.  Thanks  to  this 
program,  which  at  the  time  raised  mone>'  for  the  Red  Cross 
Japan  Disaster  Relief  fimd  in  response  to  the  devastating 
earthquake  and  tsunami  that  struck  Japan  in  March  2011, 
Editor  e?  Piiblisher  honored  the  Star-Advertiser  as  one  of  “10 
Newspjq)ers  That  Do  It  Right”  in  2012. 

Turnover  at  the  Star-Adxxrtiser  has  been  practically  non¬ 
existent  over  the  last  three  years  because  Francis  believes  in 
treating  his  employees  right,  and  making  their  work  environ¬ 
ment  the  best  it  can  be.  He  negotiated  new  labor  contracts 
for  both  Newspaper  Guild  and  the  press  and  packaging 
departments,  providing  some  of  the  best  pay  and  benefits  in 
the  industiy  and  ensuring  a  highly  productive  and  efficient 
operation.  In  2012,  this  led  to  the  composing  and  imaging 
employees  decertifying  their  union,  the  Graphic  Communi¬ 
cations  Conference/Intemational  Brotherhood  of  Teamsters 
Local  501-M.  This  was  a  show  of  trust  that  Francis  would 
treat  them  fairly  and  give  them  a  better  deal  than  the  union 
could.  He  oversaw  the  investment  of  $250,000  for  mailing 
equipment  to  grow  the  company’s  direct  mail  efforts,  which 
also  involved  hiring  key  personnel  for  sales  and  operation- 
just  in  time  for  start  of  the  2012  election  mailing  cycle.  He 
evaluated  and  approved  the  transition  of  newsprint  from  43 
to  40  gsm  weight,  as  well  as  oversaw  innovative  options  for 
odd-size  paper  roUs-a  decision  that  would  save  the  company 
?q>proximately  $300,000  annually  without  compromis¬ 
ing  quality.  And  the  improvements  Francis  has  made,  both 
editorially  and  on  the  production  side,  go  on  and  on. 

Star-Advertiser  vice  president  and  editor  Frank  Bridge- 
water,  who  joined  the  Star-Bulletin  in  1985,  lived  through 
Hawaii’s  newspaper  war  and  praises  Francis  for  producing 
the  best  outcome  imaginable. 

“The  thing  that  I  admire  about  Dennis  is  that  he’s  so  sup¬ 
portive  of  the  newsroom,”  Bridgewater  said.  “He’s  not  only 
held  the  headcount  but  we’ve  added  news  people.  He’s  very 
quick  and  decisive,  while  very  good  at  allowing  me  to  run 
the  newsroom.  He  picks  people  who  are  extremely  compe- 


Always  l...*irra£JS,T 

As  for  his  personal  life,  Francis 
has  been  married  to  Maijorie, 
a  native  of  Hawaii,  for  17  years. 

He  has  no  children.  “Golf  is  my 
child,”  he  said,  and  one  wonders 
how  Francis  would  have  time  for 
children,  anyway. 

Francis  said  that  part  of  the 
reason  he’s  been  able  to  realize 
his  success  is  that  he  has  strayed 
from  the  corporate  structure  in 
making  decisions. 

“We  completed  the  entire  merger 
in  45  days  and  I  thought  it  would 
take  3-6  months,”  Francis  said.  “I 
don’t  have  to  go  through  various 
levels  to  get  approvals.  I  can  make 
decisions  on  the  fly.” 

Francis  summed  up  the  Star- 
Advertiser’s  approach  to  mar¬ 
ketplace  strategy:  “We  believe 
very  strongly  that  having  scale 
(large  circulation  base  and  high 
readership)  is  the  best  approach 
to  our  financial  health.  Scale 
provides  our  advertisers  with 
the  best  possible  results  and 
ROI  for  their  ad  spend.  Retain¬ 
ing  and  growing  our  advertising 
revenues  are  essential  to  fund 
a  high-quality  newsroom  that 
can  produce  a  news  product  our 
readers  expect  while  prompting 
potential  new  readers  to  respond 
to  our  external  marketing  ef¬ 
forts.  It’s  working.” 

It  certainly  is  working.  ■ 


Top:  in  1978,  white 
working  as  a  circuiation 
manager  for  the  Dally 
Advocate  in  Greenville, 
Ohio,  Francis  goes  over 
the  books  with  an  audi¬ 
tor  in  his  first  ABC  audit 
review. 


Bottom:  Francis  shot  his 
career  round  of  golf  white 
playing  with  Tiger  Woods 
at  the  Mercedes  Pro-Am 
at  Kapalua  Bay’s  Planta¬ 
tion  Course  in  2004. 
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Congratulations 

DEJVJVIS  FRAJVCIS 

EOT  Newspaper  Publisher  of  the  Year 

— — 

The  employees  of  the  Honolulu  Star-Advertiser  salute  you  for  earning  the 
prestigious  award  selected  by  the  leading  industry  magazine  Editor  &  Publisher. 

Your  effective  leadership  along  with  your  fortitude  and  tenacity 
is  admired  and  respected  by  us  all. 

3tar^2lilDcrti8Er 

HONOLULU  STAR-ADVERTISER  -  The  pulse  of  paradise 
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BY  TONI  MCQUILKEN 


UPGRADING  FOR 
THE  FUTURE 

New  press,  the  COLORMAN  e:line  from  manroland 
web  systems,  installed  in  its  first  shop 


or  manroland  web  systems,  there  could  be 
no  better  success  story— the  company’s  latest, 
premium  printing  system  for  long  print  runs,  the 
COLORMAN  edine,  was  installed  in  its  first  shop 
earlier  this  year,  and  has  since  brought  huge  gains  for  the 
printer,  ■  Allgauer  Zeitungsverlag  in  Kempten,  Germany. 

The  new  press— which  was  officially  inaugurated  in  June, 
after  several  months  of  active  printing— replaced  an  older 
unit,  and  has  taken  over  full  production  of  the  daily  news¬ 
paper.  Allgauer  Zeitung  produces  eight  newspaper  editions, 
with  a  total  run  of 110,000  copies,  daily. 

According  to  Markus  Brehm,  managing  director  at 


Allgauer  Zeitungsverlag,  the  press  is  a  pleasure  to  work 
with.  He  noted  that  up  to  256  printing  plates  can  be 
changed  at  the  same  time  and  in  sync,  all  within  three 
minutes.  The  result  is  an  enormous  time-saving  advan¬ 
tage:  instead  of  the  former  seven  hours  of  newspaper 
production  with  two  presses,  the  COLORMAN  e:line 
completes  the  task  in  four. 

And  that  gain  of  time  isn’t  just  on  the  press.  Makeready 
was  also  drastically  reduced,  noted  Brehm.  “One  of  the  great 
advantages  is  the  fact  that  makeready  times  are  reduced  to 
approximately  three  minutes  per  regional  issue.  This  used  to 
take  twenty  minutes  to  half  an  hour  on  the  old  press.”- 
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>  The  manroland  web  systems’  COLORMAN  erline 


enough  to  support  the  investment, 
and  the  printer  is  glad  to  have  it.  “An 
important  element  here  is  the  fully 
automatic,  robot-assisted  APL  plate 
changing  system,  which  dramatically 
accelerates  set-up  times  and  thus 
production,”  said  Korbel.  “The  plate¬ 
changing  process  is  controlled  by  the 
operator  from  the  central  control 
console,  where  the  plates  are  placed 
in  transport  baskets.  They  are  then 
transported  to  the  APL  robot  with  a 


Bastian  Korbel,  head  of  production 
at  Allgauer  Zeitungsverlag,  has  high 
hopes  for  the  many  automation  solu¬ 
tions  used  in  the  measurement  and 
control  systems,  as  well  as  the  plate 
logistics.  “We  can  achieve  greater 
efficiency  and  a  better  standard  of 
quality,  our  work  is  easier  and  jobs 
are  secured.  Our  eight  local  editions 
for  the  Allgauer  Zeitung  will  now  be 
produced  on  one  system  instead  of 
two  separate  rotary  presses.  We  are 
thus  able  to  work  more  flexibly  until 
the  platforms  finally  come  to  a  halt  at 
two  in  the  morning.” 

Allgauer  Zeitungsverlag  is  taking 
advantage  of  the  fact  that  the  press  is 
extremely  modular.  While  the  Ger¬ 
man  printer  took  advantage  of  all  the 
automation  options  from  the  start,  any 
newspaper  printer  can  begin  with  an 
“average  level  of  automation,”  noted 
manroland  web  systems  officials,  but 
can  then  retrofit  to  a  higher  degree  of 
automation  later,  when  production  re¬ 
quirements  change.  One  example  the 
company  cited  is  later  adding  Autom- 
tic  Plate  Loading  (APL)  when  print 
runs  get  shorter  and  faster  change¬ 
over  becomes  crucial  to  success. 


Allgauer  Zeitungsverlag  started 
with  the  APL  system  as  its  produc¬ 
tion  requirements  were  already  high 


lift,  where  they  are  then  changed.” 

The  shop  made  a  hefty  investment, 
not  just  in  the  press  itself,  but  in 
prepress  and  distribution  around 
it— an  18  million  Euro  investment. 
“Our  new  press  is  a  technical  mile¬ 
stone,  an  investment  into  the  future,” 
explained  Brehm.  “We  had  to  invest 
to  remain  technologically  ahead,  to 
secure  our  jobs  and  to  be  able  to  offer 
our  readers  and  our  customers  even 
better  quality.”  He  continued,  “Busi¬ 
ness  risks  need  to  be  taken.  I  want  to 
discover  new  things  in  order  to  drive 
the  company  forward.  I  embark  on 
these  projects  wholeheartedly.” 

Allgauer  Zeitungsverlag’s  COLOR- 
MAN  edine  is  equipped  with  four 
printing  towers  in  a  blanket-to- 
blanket  design,  four  reel  splicers,  and 
two  folders.  A  third  ink  form  roller 
improves  the  print  quality.  With  a 
web  width  of 1,400  mm  and  a  cylin¬ 
der  circumference  of 1,020  mm,  the 
press  produces  copies  of  the  news¬ 
paper  in  Rhinic  format  with  up  to 
45,000  cylinder-revolutions-per-hour. 
Advertising  journals  and  contract 
printing  orders  are  added  to  this  dur¬ 
ing  the  day.  It  is  possible  to  print  up  to 
90,000  newspaper  copies  per  hour  at 
a  printing  speed  of  12.75  m/s.  ■ 
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HEIDELBERG  SPEEDMASTER  XL 
145/162  VLF  PRESS  SERIES 
RECEIVES  2013  INTERTECH 
TECHNOLOGY  AWARD 


2013 

INTERTECH  ~ 
TECHNOLOGY 

AWARDS 

% 


HOR  INNOVATIVK  BXCKUJvNCK 


or  the  first  time  in  35 
years,  Printing  Industries 
of  America  (PIA)  honored  a 
57764”  sheetfed  offset  press 
with  a  2013  InterTech  Technology 
Award.  Heidelberg’s  Speedmaster 
XL  145/162  VLF  press  series  was  rec¬ 
ognized  for  its  twin-gripper  delivery 
system  and  Remote  Fan-Out  Control 
(RFOC),  features  that  bring  peak 
performance  to  large-format,  light 
paper  printing  and  perfecting.  The 


combined  cost  savings  of  both  tech¬ 
nologies  can  top  $1  million  per  year 
in  time  and  paper  costs  alone. 

“True  leadership  is  proven  by 
consistency,”  said  Harald  Weimer, 
president,  Heidelberg  USA.  “This  is 
the  32nd  time  a  Heidelberg  innova¬ 
tion  has  been  privileged  to  receive 
an  InterTech  Technology  Award, 
and  we  are  extremely  proud  to 
continue  our  unique  histoiy  of  in¬ 
novation.  This  year,  Heidelberg  is 
the  only  offset  press  manufacturer  to 
be  so  honored.  Launched  in  2008, 
.our  XL  145/162  platform  is  the  new¬ 
est  in  the  industry,  as  well  as  the  first 
to  receive  an  InterTech  Technology 
Award  in  this  class.” 

Launched  at  drupa  2012,  the 
twin-gripper  delivery  secures  both 
the  front  and  tail  edge  of  the  sheet, 
guiding  it  all  the  way  through 
the  delivery— vrithout  any  scratch¬ 


ing  or  marking.  As  the  sheet  ap¬ 
proaches  the  delivery  pile,  a  separate 
slow-down  system  takes  the  tail  end 
of  the  sheet  and  positions  it  on  the 
delivery  pile,  eliminating  the  need 
for  sheet  brake  corridors,  thereby 
saving  up  to  1.9”  in  sheet  vridth  on 
every  sheet. 

Lightweight  paper  tends  to  stretch 
during  the  offset  printing  pro¬ 
cess,  leading  to  paper  growth  or  “fan¬ 
out”  that  used  to  force  an  operator 
to  stop  the  press  and  manually 
adjust  the  tail  clamps  of  the  plate. 
With  Remote  Fan-Out  Control, 
however,  these  adjustments  are  made 
directly  from  the  Prinect  Press  Center 
console,  and  register-fit  is  achieved 
throughout  the  sheet  from  gripper  to 
tail.  At  the  end  of  a  job,  the  press  au¬ 
tomatically  moves  all  tail  clamps  back 
into  zero  position  before  the  plates 
are  ejected.  ■ 


Kodak 

NEWSPAPER  PRINTERS 
IN  SOUTHEAST  ASIA 
GROW  READERSHIP 


AND  BOOST  REVENUES 


Delegates  gathered  at  the  ASEAN  Newspa¬ 
per  Printers  Conference  in  Penang,  Malaysia, 
to  discuss  the  newspaper  business  in  Southeast 
Asia  and  to  learn  more  about  the  rapidly  changing 
market.  The  conference  featured  the  theme  “Newspapers: 
Forging  Ahead”  and  tackled  a  number  of  important  issues, 
such  as  changing  demographics,  prepress  technology,  press 
maintenance,  cost  control  and  others. 

“This  is  a  critical  time  in  our  industiy,  and  our  members 
are  looking  for  answers  to  the  most  pressing  issues  they 
face,”  said  Farouq  Affandi  Bin  Mamat,  secretary  general 
for  the  association.  “Consumers  are  getting  their  news 
from  a  variety  of  media  channels  today,  so  newspapers 
must  change  to  stay  competitive.  With  today’s  digital 


NEWS 
Process 
Free 

Plates  are 
process- 

free  ther-  ¥  KODAK  PROSPER  S-Series 
mal  plates 

designed  specifically  for  newspaper  applications.  Because 
they  allow  printers  to  completely  eliminate  processing 
equipment  and  chemistry  from  platemaking,  they  reduce 
time  to  press  and  the  potential  for  variability  associated 
with  processing.  In  addition,  removing  the  processor  and 
chemistry  lets  printers  save  money  and  reduce  environ¬ 
mental  impact.  ■ 


tools,  many  newspapers  are  finding  success  in  new  ap¬ 
proaches  to  content  delivery  and  new  ways  to  increase 
production  efficiency.” 

Two  Kodak  executives  hosted  sessions  during  the  event. 
Will  Mansfield,  Kodak’s  director  of  worldwide  marketing 
for  Inlget  Printing  Solutions,  delivered  a  keynote  presenta¬ 
tion  entitled  “Growing  Your  Business  with  Hybrid  News¬ 
paper  Imprinting.”  The  presentation  included  an  overview 
of  regional  trends  and  featured  numerous  examples  of  how 
newspapers  today  are  integrating  digital  printing  technology 
to  offer  more  value  to  readers  and  advertisers 

“Thanks  to  the  speed  and  quality  of  the  PROSPER  S-Se- 
ries  Imprinting  Systems,  newspaper  printers  can  seamless¬ 
ly  bring  in  a  variety  of  targeted  or  interactive  content  at  full 
speed  with  no  slowdown  in  production,”  noted  Mansfield. 
“Attendees  at  the  conference  were  very  excited  to  see  what’s 
possible  as  they  look  at  r^nventing  their  newspaper  titles.” 

KODAK  PROSPER  S-Series  Imprinting  Systems  enable 
printers  to  capitalize  on  the  investments  made  in  offset 
presses  and  bridge  the  gap  with  digital  techniques  by  adopt¬ 
ing  a  one-step  inhne  process.  This  solution  can  be  integrated 
into  existing  production  processes,  allowing  newspaper 
printers  to  implement  hybrid  printing  applications  such  as 
microzoned  advertisements,  targeted  inserts/flyers,  games, 
late-breaking  news  or  sports  and  access  codes  to  premium 
content  that  sits  behind  paywalls. 

In  another  session,  Anita  Yiu,  Kodak’s  prepress  solutions 
marketing  director,  APR,  provided  an  overview  of  the  new 
KODAK  SONORA  NEWS  Process  Free  Plates.  SONORA 


PRICE  IS  WHAT  YOU  PAY. 
VALUE  IS  WHAT  YOU  GET. 


Formulated  to  reduce  waste  and  lower  costs 
Synthetic  gums  improve  restarts;  saving  ink,  paper,  water  and  time 
Performance  enhancing  surfactants  dramatically  reduce  water  and  ink  settings, 
a  benefit  when  utilizing  modem  day  inks  and  plates. 

Unique  chelating  agents  and  superior  lubricants  reduce  piling 


Fountain  Solution 
LOWVOC  Blanket  Wash 
Anti-Piling  Additives 
Alcohol 
Ink 

Silicone 

All  Purpose  Cleaners 


I  Splicing  Tape  ^ 

I  Aerosols  1 

I  Plates  ' 

I  Blanket  Wash 

I  Anti-Stat  Additives 

I  Gum  Solutions 

I  Miscellaneous  Chemistry 


WWW.CWPRESSROOM.COM  ^ 
orders@cwpr«ssroomxoiii 

1 80  East  Union  Avenue,  East  Rutherford,  NJ.07073 
ph:  201 .933.4343  fax:  201 .933.501 6 


editorandpublisher.com 


Ideas  and  Solutions 
in  Every  Issue 


Spotting 

Now 

Revenue, 


HTML 


EMBRACINg. 


IE  RISE 
F HTMLS 


'  •,Mr!-up5  wherp 
Amc'ic.vi  Drc.iir* 
tnd 


WELCOME  TO  THE 

STAND 


EDTIORefPUBUSHER. 


^jTOR^PUBUSHfU. 


EDITORtTPUBUSHER.  588-3-, 


EDITORerPUBLISHER 


Subscribe  to  Your  Future  Today 

Make  It  Happen  (request  or  renew):  editorandpublisher.com/ideas 


Get  4  Bonus  Issues  FREE  When  You  Subscribe  Online, 


"production 

ni  ■  ■  ■ 


IL 


EXECUTIVE  APPOINTMENTS 
STRENGTHEN  EFI  LEADERSHIP  TEAM 


EFI  has  made  two  signifi¬ 
cant  additions  to  its  leader¬ 
ship  team.  This  includes  the 
appointment  of  Steve  Green 
as  vice  president  of  sales  in  the  Asia 
Pacific  region,  and  Sam  Gulve  as  vice 
president  of  engineering  for  the  EFI 
India  Development  Center. 

“As  we  continue  to  grow  the  com¬ 
pany  while  deepening  our  relationship 
with  customers  around  the  globe,  we 
also  want  to  ensure  that  we  have  the 
strongest  possible  leadership  team  in 
place  at  EFI,”  said  Guy  Gecht,  CEO. 
“Steve  and  Sam  are  bringing  great  ex¬ 
perience  to  our  company  that  will  help 
accelerate  our  innovation  and  better 
serve  our  customers.” 

Green  brings  25  years  of  sales  and 
marketing  expertise  to  his  role  at  EFI. 
Prior  to  joining  EFI,  he  was  APAC 
regional  managing  director  and  vice 


president  at  Kodak,  with  P&L  respon¬ 
sibility  for  an  over-$l  billion  technol¬ 
ogy  business  in  the  Asia  Pacific  region. 
Green  has  also  held  senior  positions  in 
sales,  marketing,  service  and  general 
management  with  Kodak,  Creo,  Oce 
and  Ricoh.  He  is  deeply  ingrained  in 
the  printing  and  publishing  industries 
and  in  the  intricacies  of  selling  and 
marketing  in  the  Asia  Pacific  region. 
Green  has  a  graduate  management 
diploma  from  the  Australian  Graduate 
School  of  Management  at  the  Uni¬ 
versity  of  New  South  Wales  Australia, 
and  holds  an  MBA  from  the  Macqua¬ 
rie  Graduate  School  of  Management 
in  Sydney,  Australia. 

Gulve  will  be  responsible  for  driving 
all  aspects  of  local  engineering  disci¬ 
pline  as  well  as  operational  manage¬ 
ment  of  the  EFI  India  Development 
Center.  During  his  more  than  27  years 


of  diverse  global  technology  exp>eri- 
ence,  Gulve  has  held  various  senior 
management  positions  at  compa¬ 
nies  such  as  AT&T  Bell  Labs,  Avaya, 
Netscape,  Amdocs  and  Spice  Mobility. 
He  has  also  managed  highly  success¬ 
ful  startups  including  Kiva  Software, 
Calico  Commerce  and  Visual  Insights, 
and  was  co-founder  and  CEO  of  the  . 
start-up  Shakti.  During  his  career,  he 
has  held  key  leadership  roles  in  diverse 
functional  areas  including  executive 
management,  R&D,  engineering, 
sales,  strategy  and  operations.  He 
spent  more  than  two  decades  in  North 
America  in  roles  with  global  respon¬ 
sibilities,  and  for  the  last  8-plus  years, 
has  operated  out  of  India.  Gulve  holds 
a  B.  Tech,  in  engineering  from  the  In¬ 
dian  Institute  of  Technology  Bombay 
and  an  M.S  in  computer  science  from 
Virginia  Tech.  ■ 


MARKZWARE  ANNOUNCES  FUGHTCHECK  7  MAC  ^ 

WITH  ADOBE  CREATIVE  CLOUD  SUPPORT  FUGHTCHECK 


Markzware  recently  released  its  latest  preflight 
solution,  FlightCheck  7  Mac.  This  new  version  of 
prepress  software  for  the  Macintosh  platform 
has  added  npport  to  preflight  Adobe  documents  created 
with  InDesign  CC,  Illustrator  CC  and  Photoshop  CC  graphic 
software  for  Adobe  Creative  Cloud. 

FlightCheck  7  Mac  is  a  stand-alone  application  to  ensure 
print  quality  control  for  InDesign  CC  and  other  native 
files.  Users  can  run  FlightCheck  7  Mac  to  preflight  Adobe 
Illustrator,  Photoshop,  Acrobat,  InDesign  CC,  and  a  wide 
variety  of  desktop  publishing  (DTP)  file  types,  without  the 
native  applications. 

Markzware  FlightCheck  7  Mac  pre-press  software  for 
Adobe  Creative  Cloud  has  Ground  Controls  that  can  auto¬ 

1- 


switch  its  rule  set  for  PDF  files  or  non-PDF  files  to  man¬ 
age  printing  quality.  FlightCheck  can  scan  InDesign  CC 
and  such  documents  to  alert  users  to  potential  printing 
problems  (low  image  resolution,  missing  fonts,  etc.)  and 
can  also  collect  files  to  package  fonts,  images,  and  print 
job  files  into  one  folder  for  easy  sharing.  In  addition,  Flight- 
Check  7  Mac  can  generate  a  detailed,  now  more  accurate, 
preflight  report  to  certify  preflighting. 

The  FlightCheck  7  Mac  license  can  be  purchased  on  a 
perpetual  or  subscription  basis  via  the  online  FlightCheck 
Store.  The  subscription  includes  all  updates  made  dur¬ 
ing  the  subscription  term.  The  upgrade  from  FlightCheck 
v6.90  to  FlightCheck  7  Mac  is  available  on  theFlightCheck 
Upgrade  page. 
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The  Most  Comprehensive 
Resource  of  Newspaper  Market?^ 


Book  1 : 

•  Dailies  throughout  the  world 

•  U.S.  and  Canadian  daily  newspaper  groups 

•  Syndicates  and  news  services 

•  Equipment/lnteractive  products  and  services 

•  Associations  and  trade  organizations 

Bonus  Section 

- 137  pages  of  “Who’s  Where”  Contact  Information 


This  powerful  directory  is  your  connection  to 
key  decision-makers  in  the  newspaper  industry. 


This  directory  details  contact  information 
personnel,  circulation,  advertising  rates, 
mechanical  specifications,  commodity 
consumption,  and  equipment. 


Book  2: 

•  Community  weeklies,  ethnic,  specialty  and 
free  publications 

•  Community  shoppers  and  TMC  publications 

•  Publication  appraisers  and  brokers 

•  State  and  national  newspaper  representatives 

•  Alternative  delivery  services 

•  College  and  university  newspapers 

•  Journalism  schools 

Bonus  Section 

- 133  pages  of  “Who’s  Where”  Contact  Information 


Order  Toll  Free:  (888)  732-7323 

(949)  660-61 50,(outside  U.S.) 

8:30  a.m.  -  5  p.m.,  M-F  (PT) 

Order  Online: 

Print  version: 

editorandpublisher.com/printdatabook 
Online  database: 
editorandpublisher.com/databook 
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Business  Directory 


Companies  that  provide  publishing 
leaders  products  and  services  that 
help  save  time,  generate  new  revenue 
models  and  strengthen  existing  ones. 


Who  We  Are 

CCI  is  a  leading  provider  of  editorial  and  advertising  solu¬ 
tions  for  multimedia  news  environments.  Our 
products  are  the  most  robust  and  powerful  systems  in 
the  industry,  and  are  implemented  in  news  organizations 
across  five  continents. 

We  provide  the  platform  to  support  evolving  needs  of 
the  world's  largest  news  organizations,  and  scalable 
solutions  to  help  growing  media  brands  optimize  their 
business  strategies.  Constant  innovation  and  strong 
customer  commitment  remain  the  cornerstones  of  CCI's 
business  model. 


What  differentiates  you  from 
your  competitors? 

CCI  offers  NewsGate,  which  is  a  media-neutral  edito¬ 
rial  Content  Management  System  in  the  sense  that 
you  use  the  same  set  of  tools  to  produce  stories  for 
print  and  digital  media.The  planning  processes,  the 
templates  and  the  workflows  are  the  same  type, 
whether  you  work  with  content  for  a  printed  paper,  a 
website,  mobile  or  tablet  product.  So  multiple  media 
means  new  and  different  ways  of  telling  a  story.  It 
does  not  mean  new  tools  to  master. 


CCI  Europe  Inc.  Phone:  -i-l  770  420  1 1 00 

3550  George  Busbee  E-mail:  info@ccieurope.com 
Parkway  NW  Website:  www.ccieurope.com 

Kennesaw,GA  30144 
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Business  Directory 


PointsMentioned 


Contact:  Matthew  Larson, 
Director  of  Business 
Development 
Phone:315-294-5735 

Email: 

mcl@our-hometown.com 

Website: 

PointsMentioned.com 


Folks  Flood  Stop  FEMA  Rally 

ByK9¥lnBoyt9 


Newc  Bayou 


Company  Profile 

Points  Mentioned  is  a  service  created  by 
Our-Hometown,  Inc,  a  company  that 
has  been  helping  the  newspaper 
industry  for  fifteen  years  by  providing 
turnkey  digital  publishing  solutions  to 
community  newspapers.  The  company 
has  always  focused  on  making  it  as 
easy  as  possible  for  the  publisher  to  get 
all  their  print  content  online. 

For  the  past  year,  the  company  has 
been  collaborating  with  the  newspaper 
industry  to  develop  Points  Mentioned,  a 
service  that  automatically  creates  maps 
for  news  articles  whenever  a  location  is 
mentioned  in  a  story. The  company  is 
quietly  rolling  out  the  service  to 
community  news-paper  websites  as 
part  of  an  open  beta  trial. 

"Software  is  in  our  DNA,and  we  were 
raised  on  newspapers"  explains  Matt 
Larson,  director  of  business  develop¬ 
ment  for  Our-Hometown.  Points 
Mentioned  was  borne  from  this 
combination  and  continues  its  heritage 
of  supplying  innovative  digital 
solutions  for  the  industry. 


IN  STORY  MAPS 


MOBILE  APP 


Benefits  to  a  newspaper 

Points  Mentioned  is  the  easiest  way  to  create  interactive  maps  for  news  articles. 
The  service  works  through  an  automated  mapping  widget,  which  is  easily 
installed  on  any  newspaper  website.  When  a  story  is  first  published,  the  widget 
scans  the  page  for  location  information  using  a  natural  language  processing 
algorithm.  Once  any  locations  in  the  story  are  identified,  the  widget  creates  a  map 
with  pins  for  each  point  mentioned.These"in  story"  maps  first  appear  as  a  small 
preview  icon,  which  expand  to  a  full  size,  interactive  map  when  clicked. 

This  is  a  three  tier  value  proposition  to  newspapers.  First,  automatically  having  a 
map  appear  on  news  articles  will  drive  reader  engagement  and  bring  a  whole 
new  dimension  to  your  stories. The  maps  highlight  the  geographic  context  of  the 
article  and  immediately  answer  the  question,"where's  the  story?" 

Secondly,  the  data  that  is  collected  can  be  used  by  reporters  for  research  and  to 
create  new  interactive  storytelling  tools."Global  maps" for  example,  can  easily  be 
created  to  display  points  from  many  different  articles,  enabling  readers  to 
discover  local  news  on  a  map. 

And  third,  an  innovative  mobile  app  called  "News  Bayou"  will  provide  a  feed  of 
geotagged  stories,  enabling  readers  to  discover  hyperlocal  news  about  their 
communities  and  neighborhoods.  Once  launched,  the  app  will  generate  traffic 
and  subscription  revenue  for  newspaper  websites  by  directing  mobile  readers  to 
news  articles  based  on  their  current  location. 

Learn  more  at  www.pointsmentioned.com 
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Southern  Lithoplate,  Inc. 

P.O.  Box  9400  ’  I 

Wake  Forest,  NC  27588  j 

i 

Contact:  | 

Steven  Mattingly  I 

Senior  Vice  President  of  ! 

Sales  &  Marketing 
Phone:800-638-7990 
Fax:919-554-0786  | 

Email:  SMattingly@slp.com  j 

Website:  www.slp.com  | 

Who  We  Are  j 

Southern  Lithoplate,  Inc.  is  the  pre-  j 

ferred  provider  of  digital  lithoplates, 
prepress  and  pressroom  service/support, 
with  the  full  spectrum  of  prepress  and 
pressroom  technologies  for  newspaper 
and  commercial  publishing.  Head¬ 
quartered  in  North  Carolina  with  j 

manufacturing  plants  in  North  Carolina  ! 

and  Michigan,  Southern  Lithoplate  is  a  j 

steadily  growing,  privately  held,  | 

American-owned  company.  We  offer  i 

high-quality  printing  plates  that  are  I 

compatible  with  thermal  and  violet  I 

computer-to-plate  (CtP)  platesetters.  ! 

Southern  Lithoplate  innovation  boosts 
print  profitability  today  and  into  the  | 

future. 


Benefits  to  a  Newspaper 

No  matter  what  kind  or  volume  of  offset  printing  you  produce,  our  customized 
solutions  can  lift  your  operation's  profits.The  best  technology,  performance  and 
service  allow  you  to  enhance  throughput,  increase  ad  revenue  and  generate  more- 
commercial  work.  Proven  Replica  HSV  and  Replica  HSV  ECO  LVC  violet  plates  and 
market  share-leading  Viper  830®  and  Viper  830 TPX  thermal  plates  deliver 
commercial  quality  at  newspaper  prices.  Combining  best-in<lass  digital  plates  with 
sophisticated  workflow  software,  CtP  devices  and  color  management  tools  gives  you 
new  ways  to  succeed. 

Why  Companies  Choose  Us 

Southern  Lithoplate  digital  plates  are  durable  and  long  lasting.They  exhibit  superb 
flexibility  and  control.  Your  presses  will  print  efficiently,  and  you'll  achieve  the  desired 
run  lengths.The  dot  structure  is  sharp  and  precise,  producing  clear,  crisp  images. 
Issues  with  banding  will  be  a  distant  memory.  Faster  makereadies,  shorter  time  to 
color  and  minimal  waste  will  add  up  to  pressroom  savings. 

How  We  Are  Different 

Southern  Lithoplate  is  the  only  digital  plate  company  operating  fully  integrated  and 
automated  high-speed  plate  manufacturing  lines  within  redundant  facilities.  In  the 
past  few  years,  we've  acquired  3M  and  I mation's,Citi plate's  and  Konica  Minolta's 
manufacturing  assets  and  intellectual  property.  Our  patent  portfolio,  developed 
within  the  Southerh  Lithoplate  organization,  encompasses  plate  coating,  graining 
and  manufacturing  technologies.  Expert  field  technical  expertise  and  24/7/365 
support  continue  to  earn  and  keep  customers' trust. 

Our  Strategic  Alliance  partnerships  with  pioneers  in  CtP,  workflow  systems,  color 
and  ink  management  solutions  and  notch-bend  equipment  achieve  unprecedented 
results.Together,we  provide  easy-to-implement  solutions  and  a  depth  of  service  that 
can't  be  duplicated.The  Strategic  Alliance  partners' sales  and  business  development 
expertise  help  your  sales  teams  attain  their  goals. 

Testimonial/Current  Clients 

"Our  newspaper  and  commercial  customers  have  high  quality  expectations,  and 
Southern  Lithoplate  works  with  us  to  achieve  our  goals,"  said  Steve  Infinger,  director 
of  operations  at  The  Villages  (Fla.)  Daily  Sun.  Specializing  in  four-color,  spot-color  and 
black-and-white  printing  of  minitabs,  tabloids  and  broadsheets,  the  Daily  Sun 
produces  award-winning  quality  using  Viper  830  plates. "We  have  great  confidence 
in  the  consistency  of  their  products  and  the  reliability  of  their  technical  support. 
Proper  dot  gain  is  a  big  part  of  maintaining  good  reproduction.  Southern  Lithoplate 
has  helped  ehsure  that  the  dot  gain  is  correct  for  our  plates.  If  we  have  any  questions 
or  problems,  the  service  response  is  quick  and  helpful." 


i 
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i 
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i  How  would  a  newspaper  benefit  from  your  product  or  service? 

I  As  print  publishers  ourselves  since  1 989,  who  have  gone  through  our  own  digital 
learning  curve  since  1997,  we  now  bring  this  digital  experience,  expertise,  and 
products  to  you  via  our  flagship:  AutoConX  platform.  We  understand  that  there  is 
no  universal  solution  to  your  vertical  needs.  We  can  assess  your  needs  and 
provide  you  with  a  customizable,  white-label  solution  to  fit  those  needs.  We  have 
a  time-tested  and  proven  business  model  that  can  generate  you  new  digital 
1  revenue  in  a  short  period  of  time.  Newspapers  can  also  be  assured  that  the 
AutoConx  platform  is  in  a  continuous  state  of  product  development  and 
improvement  with  its  award-winning  team. 

Success  Stories: 

With  hundreds  of  satisfied  customers,  AutoConX  won  the  Innovation  Award  in 
2010  from  the  International  Classified  Media  Association,  an  organization 
comprised  of  publishers  from  29  Countries. 

Testimonial: 

"A  number  of  years  ago  we  started  searching  for  a  digital  auto  solution  for  our 
newspapers.  That  search  ended  when  we  found  AutoConX. 

AutoConX  offers  a  fantastic  array  of  products  and  their  service  and  support  is 
second  to  none.  We  use  their  auto  vertical  and  a  number  of  other  products  and  are 
again  a  viable  advertising  choice  for  our  automotive  dealers. 

AutoConX  is  simply  the  best  vendor  we  have  used  for  our  business,  period. " 


AutoConX  Systems* 

3701  W.49th  St. 

Suite  200B 
Sioux  Falls,  SD  57106 

Contact:  Rob  Hage,  CEO 
Phone:  800-944-3276 

E-Mail: 

Rob@autoconx.com 
Website:  autoconx.com 

Who  We  Are 

AutoConX  is  a  robust,  yet 
affordable,  vertical  platform 
that  will  put  you  in  the 
driver's  seat  with  your  local 
dealers.The  entire  system  is 
designed  by  and  for  print 
publishers.  It  is  also  the 
dedicated  digital  platform  for 
its  parent  company:  Digital 
Community  Holdings,  Inc. 
(DCH.com) 
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AuloConX 


Business  Directory 


INNOVATION 

AWARD 

WINNER 


International  Classified 
Media  Association 


ICMAonline.org 


CarTruckTRADER.com 


Where  framity  and  friends  share  ctsssifieds 

frassifieds.com 


FarmCountryTRADER.com 


Joe  Mathes,Vice  President 

Delta  Publications,  Inc. 


Alliance  for  Audited 
Media 

Contact:  Kristina  Meinig, 
Manager,  Marketing  &  Sales 
Phone:224-366-6412 
Fax:224-366-6949 

E-mail: 

Kri$tina.Meinig@duditedmedid.com 

Website: 

auditedmedia.com 

Who  We  Are 

AAM  is  a  not-for-profit  membership  or¬ 
ganization  that  exists  for  the  benefit  of 
advertisers  and  the  media  they  use.  Our 
unique  membership  defines  us  and  dif¬ 
ferentiates  us  from  other  organizations 
and  advocacy  groups  because  each 
membership  division  has  a  stake  in  the 
organization.  Publishers  present  a  veri¬ 
fied  look  at  their  media  brands.  Advertis¬ 
ing  agencies  plan  media  decisions  with 
credible,  comparable  AAM  data.  Advertis¬ 
ers  gain  confidence  and  accountability 
for  their  marketing  investments. 

Our  vast  membership  includes  the  ma¬ 
jority  of  North  America's  top  publishers, 
advertisers  and  advertising  agencies. 

Each  constituency  is  represented  on  the 
AAM  board  of  directors  and  together, 

AAM  members,  the  board,  committees 
and  staff  play  a  critical  role  in  the  media 
ecosystem. 


Benefits 

As  a  collaborative  organization,  AAM  provides  credible,  independently  verified  informa¬ 
tion  that  is  essential  to  the  media  buying  and  selling  process.  AAM's  industry-developed 
services  enhance  communication  with  media  buyers,  and  its  new  Media  Intelligence 
Center  provides  a  better  understanding  of  the  local  market  with  reliable  data.  AAM's 
Consolidated  Media  Report  (CMR)  generates  a  comprehensive  view  across  multimedia 
products  for  newspapers.  Audience  Snapshot  allows  U.S. daily  newspapers  to  incorporate 
the  world  of  print  and  online  readership  alongside  detailed  circulation  stats. The  Preprint 
Projection  Center  is  an  online  tool  that  helps  newspapers  streamline  preprint  quantities, 
zones,  dates  and  distribution  90  days  in  advance  ohhe  distribution  date,  updating  prcv 
jected  circulation  data  monthly  from  a  secure,  confidential  centralized  location. 


Testimonial 

Media  buyers  are  voicing  their  support  for  AAM's  CMR.  Chris 
Cope,  founder/president  and  CEO  of  AGGMedia  and  chairman  of 
the  Newspaper  Buyers' Advisory  Committee  believes  that  the 
CMR  efficiently  evaluates  each  publication's  cross-functionality. 
"It's  valuable  to  see  multiple  channels  in  a  single  document  so  we 
have  a  comprehensive  picture  of  what  we're  evaluating,"Cope 
said."We  can  also  see  where  one  medium  can  complement  and 
enhance  the  effectiveness  of  another. This  (the  CMR)  can  be  a 
good  thing  in  that  hewspapers  should  be  given  the  flexibility  to 
fully  present  the  results  of  their  various  products,  but  still  within 
formats  buyers  can  understand  and  make  media  decisions." 
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Chris  Cope,  CEO  of  ACGMcdb  md 
diainiioa  of  the  MM  Newspaper 
Buyers' Advisocy  Committee 


Success  Story 

AAM  recently  created  a  Consolidated  Media  Report  (CMR)  for  the  Chicago  Region- 
Wide  Network  (CRWN),  which  included  The  Chicago  Sun-Times,  one  of  the  many  news¬ 
papers  affiliated  with  the  media  company.  With  multiple  titles  and  a  variety  of 
platforms  attached  to  the  CRWN  name,  AAM's  CMR  proved  to  be  the  best  option  for 
displaying  the  company's  readership,  usage,  circulation,  and  net  combined  audience 
for  print,  web,  and  mobile."lt's  a  very  flexible  report  and  allowed  us  the  opportunity  to 
really  communicate  the  depth  and  breadth  of  our  portfolio,"  said  Courtney  Price,  vice 
president  of  audience  development  at  Sun-Times  Media.  CRWN  presented  each  news¬ 
paper's  reach  in  terms  of  readership  through  various  self-created  graphics  that,  with 
the  help  of  AAM's  customizable  CMR,  clearly  displayed  these  statics  in  an  accurate  and 
comprehensible  manner. 


Gannett  Publishing 
Services  (GPS) 

7950  Jones  Branch  Dr. 
McLean,  VA  22102 
gpssales@gannett.com 

Contacts: 

Printing  and  Packaging 
Robert  (Sandy)  Andrews 
VP  National  Commercial 
Sales 

rsandrews@gannett.com 
Direct:  404-699-6202 

Distributions  Solutions 
Group. 

Chris  Hansen 

chansen@usatoday.com 

770-935-2416 

Gannett  Imaging  and  Ad 
Design  Center  (GIADC) 

giadcinfo@gannett.com 

Contact: 

Connie  Gallagher 
Business  Development  Mgr. 
csgallag@gannett.com 
Direct:  515-284-8189 

Who  We  Are 

Gannett  Publishing  Services  (GPS),  and 
Gannett  Imaging  and  Ad  Design  Center 
(GIADC),  are  recognized  leaders  in  the 
publishing  industry,  operating  40  com¬ 
mercial  printing  &  packaging  facilities 
throughout  the  country  and  2  full- 
service  design  centers.  Our  highly 
talented  team  of  professionals  is  ready 
to  partner  with  your  organization  to 
deliver  pre-media  services,  print,  pack¬ 
aging  and  distribution  management 
solutions  to  improve  your  bottom  line. 


Benefits  to  a  Newspaper 

Outsourcing  production  and  distribution  to  our  group  requires  minimal  or  no 
capital  investment  and  allows  you  to  focus  on  your  core  business.  Outsourcing 
makes  sense  for  most  businesses  -  insourcing  and  consolidation  can  be  costly. 
Gannett  Publishing  Services  has  already  laid  that  groundwork  and  gone  through 
the  growing  pains.  Now  you  have  the  opportunity  to  benefit  from  our  experience 
and  our  continuing  investment  to  imtpartners  that  understand  your  business.  We 
can  become  a  true  extension  of  your  team.  Quality  and  offerings  can  be  improved 
in  most  locations,  helping  you  generate  revenue.  Best  of  all,  you  free  up  your 
resources  to  focus  on  what  you  do  best — SELL. 

Why  Companies  Choose  Us 

Because  we  are  very  good  at  what  we  do.  Our  goal  is  to  deliver  consistent  quality 
products  and  services  as  well  as  exceptional  customer  service,  while  providing 
cost-effective  custom  solutions  that  address  any  publishing  requirements. 

All  of  our  pre-media  work  is  produced  in-house  at  locations  in  Des  Moines,  lA  and 
Indianapolis,  IN.  Our  management  group  is  fiercely  committed  to  the  success  of 
both  our  own  teams  and  yours.  We  don't  just  think  outside  the  box.  We  burned 
the  box,  and  our  custonriers  win  big  as  a  result. 

How  We  Are  Different 

The  biggest  advantage  that  we  have  over  our  competition  is  that  we  live  and 
breathe  this  business  daily  Just  like  you  do.  We  interact  with  thousands  of  sales 
reps,  customers  and  Publishers  on  a  daily  basis,  so  we  understand  your  business. 
Our  goal  is  to  allow  you  to  focus  on  your  business  and  not  on  internal  issues 
dealing  with  production  and  design.  We  are  first  and  foremost  a  media  company. 
Our  primary  business  is  that  of  publishing,  just  like  yours.  We  understand  what  it 
takes  to  meet  deadlines  and  keep  customers  happy.  Do  what  you  do  best  and 
outsource  the  rest...to  Gannett!  Because  YOU  are  our  business! 

Testimonial/Current  Clients/Success  Story 

"We  had  utilized  the  Photo  Toning  services  at  Gannett  for  a  number  of  years.  When  we 
were  looking  for  a  partner  for  our  Ad  Production,  they  were  the  obvious  candidates. 

We  needed  quality  work,  at  a  reduced  cost  and  a  quick  turnaround.  We  also  had  a 
definite  need  for  improved  turnaround  of  our  spec  ads,  and  we  were  wishing  to  keep 
the  work  within  the  U.S.  They  delivered  as  promised  in  each  area.  I  would  highly 
recommend  their  services  to  anyone  considering  outsourcing  their  ad  production." 

-  Ed  Ciambrone,  Production  Manager,  Lawrence  Journal-World 

“During  the  last  20  years,  GPS  have  always  been  willing  to  aid  us  in  any  way  necessary. 
We  are  very  pleased  with  the  relationship  we  have  established  and  the  results  are 
always  outstanding." 

-  Cindy  Kennedy,  The  Chronicle  of  Higher  Education 


PCF 
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BUSINESS  OPPORTUNITIES 


Publishers  Circulation  Fulfillment,  Inc.  (PCF) 
Contact:  Sales 
Ph:  1-877-723-6668 
E-mail:  sales@pcfcorp.com 
Website:  www.pcfcorp.com 

Who  We  Are 

For  over  25  years,  PCF  Has  been  the  proven  leader  in  all  operational  aspects  of 
print  distribution  for  some  of  the  country's  major  newspapers.  As  one  of  the 
largest  home  delivery  and  distribution  service  providers  in  the  United  States, 
PCF  helps  publications  of  all  sizes  reduce  costs,  expand  or  maintain  their 
delivery  footprint,  and  stabilize  service  to  improve  subscriber  retention.  With 
PCF  as  a  partner,  publishers  can  offload  daily  operational  headaches,  and 
refocus  resources  on  managing  results  and  pursuing  growth. 

Beyond  Delivery  Services,  PCF  now  offers  Technology  and  Consulting 
Solutions  to  distribution  operations  anywhere  in  the  country.  From  problem 
solving  to  best  practices,  PCF  has  the  unrivaled  depth  of  knowledge  and 
expertise  needed  to  successfully  support  print  distribution  operations  in 
today's  ever  changing  landscape. 


Benefits  to  a  Newspaper 

PCF  offers  a  broad  range  of  services  and  solutions  to  support 

growth  and  operational  efficiency. 

Delivery  Services  include  a  range  of  scalable,  affordable  delivery 
options,  serving  a  wide  range  of  printed  media  -  including  dailies, 
weeklies,  newspapers,  magazines,  free  publications,  Sunday  Select  and 
more.  PCF  serves  more  delivery  options  than  ever,  including  single  copy 
and  bulk,  total  market  coverage,  select  market  coverage,  zoned  delivery, 
and  of  course,  traditional  home  delivery. 

Technology  Solutions  helps  you  minimize  expenses  and  maximize 
revenue  through  quick  and  easy  multi-pub  route  management,  contractor 
management  and  delivery  verification  -  available  anywhere  in  the  country 
through  a  cloud-based  environment. 

Consulting  Solutions  provide  the  analyses  and  strategies  needed  for 
profitable,  sustainable  print  distribution  operations. 

These  affordable  solutions  are  designed  to  help  publishers  quickly 
and  efficiently  meet  their  on-going  distribution  needs,  while  opening  the 
door  for  additional  revenue  opportunities. 

Call  1-877-PCF-6668  to  find  out  more  or  visit  us  at  www.pcfcorp.com 


BetterBNC 


Website:  www.betterbnc.com 

BetterBNC^^  is  the  industry  standard  online 
journalism  contest  platform. 

Contestant  Managers^ 

Senior  managers  and  editors  control  who  and  what  is 
entered 

Open  CalP 

Your  best  work  is  “open”  to  a  world  of  entry  opportu¬ 
nities 

User  Scrapbooks 

Contestants  can  save  copies  of  their  best  work  all  year 
long 

BetterBNC  has  been  selected  by  120  newspaper 
associations,  press  clubs  and  broadcaster  groups 
representing  over  20,000  journalists. 

For  more  information,  please  visit 
www.betterbnc.com. 


C&W  Pressroom  Products 

Phone:  201  -933-4343  Fax:  201-933-5016 

E-mail:  orclers@cwpressroom.com 

www.cwpressroom.com 

Who  We  Are 

C&W's  products  are  top-shelf,  so  are  the  intangibles.  By  hiring  and  training 
the  most  experienced  and  knowledgeable  employees  and  representatives, 
C&W  features  a  superior  staff.  Our  research  and  development  team  strives 
daily  to  develop  technically  advanced  formulations. 

A  new  facility  and  increased  capacity  allows  us  to  take  on  all  new  business. 
Our  manufacturing  team  has  the  ability  to  process  and  ship  most  emergency 
orders  in  24  hours.  Our  chemistry  is  designed  to  print  an  elite  product  mini¬ 
mize  waste  and  lower  maintenance  costs;  increasing  profits  for  your  company. 

Benefits  to  a  Newspaper 

C&W  is  committed  to  providing  newspapers  with  the  highest  quality  products 
available. C&W  has  developed  into  a  one  stop  shop;  supplying  the  industry  with 
Fountain  Solution,  Silkone,  Blanket  Wash,  Ink,  Plates,  Aerosols,  Splicing  Tape,  Gum 
Solutions,  Additives  and  other  miscellaneous  chemistry  and  products. 

C&W's  fountain  solutions  are  formulated  to  lower  water  and  ink  settings 
ensuring  rapid  migration  of  fountain  solution  into  the  ink;  allowing  for  bster 
restarts,  quicker  dean-ups,  sharper  half-tones  and  brighter  colors. 


NewsPeople 


By  Nu  Yang 

people@editorandpublisher.com 


Bill  Davis  has  been  iinmccl  group  publisliei  general 
manager  tor  SoutlivvesfNewspairers,  a  Sliakoiree, 

,  Minu  -lrased  news  and  inlormalion  company  that  is 
owned  by  Red  Wing  PublLslring  Co.  Most  I ecenlly.  Davis 
was  legional  sales  diiertor  in  northern  Minnesota  toi 
^  Amei  ican  Consolidated  Media.  A  maiketinge.xecutive. 
Davis  also  has  woi  ked  in  senioi  leadei  ship  i  oles 
■  '  locused  on  digital  media  and  the  automotive  calegoiies 

in  Michigan  toi  ATd,T.  and  in  Caliloi  nia  lot  the  OC  VVeekk'and  Los  Angeles 
Tjtne.s.  He  also  was  loundet  and  picsident  ot  Powei  Classifieds  in  Montana. 


Jesse  Lindsey 

has  been  named 
publisher  of  Ten¬ 
nessee  papers  the 
Lebanon  Democrat, 
Hartsville  Vidette 
and  Mount  Juliet  News.  Most  re¬ 
cently,  Lindsey  served  as  publisher 
of  the  Rogersville  Review  in  Hawk¬ 
ins  County,  Term.  He  started  his 
newspaper  career  as  an  advertis¬ 
ing  salesperson  and  has  spent  the 
last  11  years  as  a  publisher,  first 
at  the  Selma  (Ala.)  Times-Journal 
and  then  Suffolk  (Va.)  News  Herald 
Lindsey  replaces  Joe  Adeuns.  who 
is  now  director  of  consumer  sales 
at  a  sister  organization. 

Jim  Porter  has  been 
named  publisher 
of  The  Canton 
(Ohio)  Repository. 
He  has  been  with 
The  Repository  for 
more  than  26  years,  starting  as  the 
circulation  promotions  manager 
in  1987  and  working  his  way  up 
to  vice  president  of  circulation 
for  Copley,  Ohio  in  2002.  He  was 
promoted  to  general  manager  in 
2012.  Porter  has  served  as  interim 
publisher  since  Chris  White  left 
in  August.  He  also  will  serve  as 
publisher  of  the  other  properties 
in  GateHouse  Ohio,  including  The 
Independent  in  Massillon,  The 
Times -Reporter  in  Dbver-New 
Philadelphia  and  The  Suburbanite. 

Jeff  Parra  has 

been  named 
publisher  of  the 
Muskogee  (Okla.) 
Phoenix.  Parra  is 
a  14-year  veteran 
of  the  newspaper  industry  who 
most  recently  served  as  regional 
operations  director  for  American 
Consolidated  Media  and  publisher 
of  the  Waxahachie  (Texas)  Daily 


Gannett  Louisiana  has  announced  two 
leadership  changes  at  three  of  its  five 
newspapers.  Judi  Terzotis,  president  of 
Gannett  Louisiana  and  Shreveport  Times 
president  cind  publisher,  has  been  named 
publisher  of  The  Daily  Advertiser  in  La¬ 
fayette  and  the  Daily  World  in  Opelousas. 
In  addition,  Alan  English,  former  Times 
executive  editor,  is  returning  in  a  new  role 
as  general  manager  and  executive  editor 
at  the  Times.  Africa  Price,  the  previous 
executive  editor,  has  resigned.  English 
served  as  managing  editor,  then  executive 
editor  for  the  Times  almost  nine  years  be¬ 
fore  leaving  in  2009  to  become  executive 
editor  and  then  vice  president  of  audi¬ 
ence  at  The  Augusta  (Ga.)  Chronicle.  He 
was  named  publisher  of  the  Log  Cabin 
Democrat  in  Conway,  Ark.  in  October 
2012.  Terzotis  will  maintain  offices  in 
Lafayette  and  Shreveport  and  serve  on 
both  editorial  boards.  She  also  continues 
to  oversee  operations  at  the  Coloradoan 
in  Fort  Collins,  Colo. 

Josh  Harmon  has  been  named  circula¬ 
tion  director  for  The  Stockton  (Calif.) 
Record.  Rejoins  the  paper  after  serving 
as  the  circulation  director  of  the  Tribune 
Star  in  Terra  Haute,  Ind.,  for  more  than 
three  years.  Harmon  got  his  start  in  the 
industry  at  the  News-Gazette  in  Cham¬ 
paign,  Ill.,  in  1994. 

Ken  Moritsugu  has  been  named  Tokyo 
bureau  chief  for  The  Associated  Press. 

He  succeeds  Malcolm  Foster,  who  has 
transferred  to  AP’s  Asia-Pacific  head¬ 


quarters  in  Bangkok  as  an  Asia  desk  edi¬ 
tor.  Moritsugu  joined  AP  in  2007  and  has 
most  recently  served  as  its  Asia-Pacific 
enterprise  editor  in  Bangkok.  His  career 
has  also  included  stints  at  The  Japan 
Times,  the  Tampa  Bay  Times  (formerly 
the  St.  Petersburg  Times)  and  Newsday. 

The  Salt  Lake  (Utah)  Tribune  has  an¬ 
nounced  several  leadership  changes.  Edi¬ 
tor  Nancy  Conway,  publisher  WlUiam 
Dean  Singleton  and  editorial  page  editor 
Vem  Anderson  have  left  the  publication. 
The  trio  has  led  the  newspaper  for  more 
than  a  decade.  Singleton  will  continue  as 
chairman  of  the  board  for  the  Salt  Lake 
Tribune  and  in  his  other  roles  with  Medi- 
aNewsGroup  and  The  Denver  Post.  Terry 
Orme  has  taken  the  helm  as  editor  and 
publisher.  Deputy  editor  Tim  Fitzpatrick 
has  been  named  editorial  page  editor  and 
continues  his  role  as  editor  for  opera¬ 
tions.  Lisa  Carricaburu,  also  a  managing 
editor,  will  take  responsibility  for  news 
gathering  across  all  departments. 

Nan<y  Barnes  has  been  named  editor 
and  executive  vice  president  of  news  of  the 
Houston  Chronicle.  She  is  the  first  woman 
to  serve  as  editor  of  the  Chronicle  in  its 
112-year  history.  Barnes  succeeds  Jeff 
Cohen,  who  moved  to  oversight  of  the 
editorial  pages  a  year  ago.  Most  recently, 
Barnes  was  editor  of  the  Star  Tribune  in 
Minneapolis,  Miim.  since  2007. 

Neil  Budde  has  been  named  executive 
editor  of  The  Courier-Journal  in  Lou- 
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isville,  Ky.  He  replaces  Bennie  Ivory, 
who  retired  in  July  after  16  years  at  the 
newspaper.  Budde  has  decades  of  expe¬ 
rience  in  both  print  and  online  journal¬ 
ism,  rising  to  be  publisher  of  The  Wall 
Street  Journal  Online  and  later  general 
manager  and  editor  in  chief  of  Yahoo! 
News.  As  executive  editor,  Budde  will 
oversee  The  Courier- JoumaFs  print 
and  digital  news-gathering  operations, 
the  editorial  page,  as  well  as  Gannett’s 
Louisville  Design  Studio. 

Ward  Bushee  has  retired  as  executive 
vice  president  and  editor  of  the  San 
Francisco  Chronicle.  He  will  continue 
to  play  a  role  in  the  Hearst  Fellowship 
Program  as  well  as  contributing  to  some 
company-wide  projects.  Bushee  came  to 
the  Chronicle  in  February  2008  from  the 
Arizona  Republic,  where  he  had  been  edi¬ 
tor  since  2002.  He  worked  at  the  Salinas 
Califomian  and  the  Marin  Independent 
Journal,  and  was  on  the  startup  staff  of 
USA  Today  in  1982.  He  had  top  edito¬ 
rial  positions  at  publications  including 
the  Cincinnati  Enquirer  and  the  Reno 
Gazette-Journal. 

Margarita  Noriega  has  been  promoted 
to  editor-in-charge,  Reuters  Live  News. 
Most  recently,  she  served  as  community 
editor  of  Reuters’  digital  team.  Before 
joining  Reuters,  she  worked  in  digital  and 
social  media  strategy  and  public  relations. 

Glenn  Hall  has  been  appointed  Dow 
Jones’s  MarketWatch  editor.  He  replac¬ 
es  Jonathan  Krim,  who  was  recently 
appointed  global  technology  editor  for 
The  Wall  Street  Journal  and  Dow  Jones. 
Most  recently.  Hall  served  as  managing 
editor  ofTheBlaze.com,  where  he  led  the 
news  team  since  July  2012.  He  previous¬ 
ly  was  editor-in-chief  ofTheStreet.com 
and  prior  to  that  worked  at  Bloomberg 
News  for  a  decade.  • 

Stephen  Cvengros  has  been  named 
vice  president  of  content  for  the  Syra¬ 
cuse  (N.Y.)  Media  Group.  He  replaces 


Michael  J.  Connor^  who  retired  in  June. 
Cvengros  was  most  recently  execu¬ 
tive  producer  of  MSN  News,  which  he 
launched  for  Microsoft  Corp.  last  year. 
During  the  last  16  years,  he  led  such  MSN 
projects  as  the  US  Homepage,  Sidewalk 
Chicago,  and  the  Sports  and  Lifestyle  sec¬ 
tions.  His  journalism  experience  includes 
editor  roles  at  the  Chicago  Tribune,  The 
Detroit  News  and  CompuServe. 

Dan  Colarusso  has  been  named  execu¬ 
tive  editor  of  Reuters  Digital,  replacing 
Jim  Roberts,  who  has  resigned.  As 
executive  editor,  Colarusso  will  oversee 
the  editorial  work  of  Reuters.com  and 
its  global  suite  of  local  language  sites.  He 
will  also  continue  his  airrent  responsi¬ 
bilities  as  global  head  of  programming, 
which  includes  overseeing  Reuters  In¬ 
sider  and  consumer  video  offerings.  Pri¬ 
or  to  joining  Reuters,  Colarusso  served 
as  U.S.  managing  editor  for  Bloomberg 
Television,  responsible  for  the  channel’s 
content  and  editorial  direction. 

Timothy  E.  Archuleta  has  been  named 
editor  of  the  Corpus  Christi  (Texas) 
Caller-Times.  Most  recently,  he  served 
as  editor  of  the  San  Angelo  (Texas)  Stan¬ 
dard-Times  since  2003.  Prior  to  that, 
Archuleta  served  in  a  variety  of  editing 
and  reporting  roles  at  The  Albuquerque 
(N.M.)  Tribune,  including  managing 
editor,  city  editor,  deputy  city  editor, 
politics  editor,  legislative  and  politics 
reporter  and  police  reporter. 

Terry  Greenberg  has  been  named  vice 
president  of  audience  with  Morris  Pub¬ 
lishing  Group.  His  new  role  focuses  on 
building  a  powerful  community  voice  by 
growing  the  news,  audience  cmd  digital 
efforts.  Greenberg  had  been  editor  of  The 
Avalanche-Joumal  in  Lubbock,  Texas 
since  2006.  His  professional  experience 
includes  the  Redlands  Daily  Facts,  the 
Los  Angeles  Daily  News,  The  Orange 
County  Register  and  top  newsroom  man¬ 
agement  at  papers  in  Pasadena,  Thou¬ 
sand  Oaks  and  San  Mateo,  Calif. 


Light.  He  began  his  newspaper 
career  at  the  Joplin  (Mo.)  Globe. 
Parra  has  also  served  as  associate 
publisher  at  the  Suburban  Jour¬ 
nals  of  Greater  St.  Louis  LLC;  the 
Commercial  Appeal  in  Memphis, 
Term.;  and  the  Macomb  Daily  in  Mt. 
Clemons,  Mich. 

H  Scott  A.  Wright  has 

been  named  chief 
executive  officer  of 
American  Con¬ 
solidated  Media. 

He  joined  ACM  in 
July  2011,  most  recently  serving 
as  chief  operating  officer.  Prior 
to  joining  ACM,  Wright  served 
as  president  and  chief  operat¬ 
ing  officer  of  Jotunal  Register  Co. 
He  has  worked  in  the  newspaper 
industry  for  28  years  in  capacities 
ranging  from  account  executive 
to  publisher.  His  tenures  include 
time  with  Scripps  Howard,  Ot- 
taway  Newspapers,  Pulitzer,  21st 
Century  Newspapers  and  Journal 


Darrell  Ehrlick  has 

been  named  edi¬ 
tor  of  the  Billings 
(Mont.)  Gazette. 

He  replaces  Steve 
Prosinski,  who  was 
editor  for  13  years.  Most  recently, 
Ehrlick  served  as  editor  of  the 
Casper  Star- Tribune  in  Wyoming 
since  December  2011. 

Brooke  Borba  has 

been  appointed 
editor  of  the  Pat¬ 
terson  (Calif.)  Ir¬ 
rigator,  succeeding 
Jonathon  Partridge. 
Most  recently,  she  served  as  the 
paper’s  copy  desk  chief.  Borba  will 
cover  regional  issues,  including  sto¬ 
ries  on  local  business,  community 
initiatives  and  agricultural  updates. 


Register  Co. 
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T  J.  Simers  has 

joined  the  Orange 
County  Regis¬ 
ter  (Santa  Ana, 
Calif.)  as  a  sports 
columnist.  Most 
recently,  Simers  served  as  a  page 
2  sports  columnist  at  the  Los 
Angeles  Times,  where  he  worked 
for  nearly  23  years.  He  was  named 
California  Sportswriter  of  the  Year 
by  the  National  Sport  scasters  and 
Sportswriters  Association  in  2000. 
Simers  also  wrote  for  The  San 
Diego  Union- Tribune,  the  Rocky 
Mountain  News,  The  Commercial 
Appeal  in  Memphis,  Tenn.,  and 
served  in  several  sports  editing 
roles  for  newspapers  in  New  Jer¬ 
sey,  Idaho,  Wisconsin  and  Illinois. 


Kathy  Best  has 

jQJV  been  named  editor 
^  of  the  Seattle  Times. 
Best  most  recently 
served  as  one  of 
the  paper's  two 
managing  editors.  She  replaces 
David  Boardman,  who  has  resigned. 
Before  joining  the  Times,  Best  was 
the  assistant  managing  editor  for 
Sunday  and  national  news  at  The 
Baltimore  Sun.  She  also  had  been 
assistant  managing  editor /metro  at 
the  St.  Louis  Post-Dispatch  and  at 
the  Seattle  Post-Intelligencer. 


i  Paula  Poindexter 

has  been  named 
president  of  the 
Association  for 
Education  in  Jour¬ 
nalism  and  Mass 
Communication.  She  is  a  journalism 
professor  at  the  University  of  Texas 
at  Austin.  Poindexter's  professional 
media  experience  includes  manager 
and  executive  at  The  Los  Angeles 
Times  and  a  reporter  and  producer 
for  KPRC-TV,  the  NBC  affiliate  TV 
station  in  Houston,  Texas. 


The  San  Francisco  Examiner  has  named 
Mike  Billings  as  editor-in-chief  and 
Max  DeNike  as  managing  editor.  Bill¬ 
ings  has  worked  at  the  paper  since  2006 
as  a  page  designer,  city  editor  and  online 
editor.  He  most  recently  was  an  assistant 
managing  editor.  Previously,  he  worked 
at  the  Palo  Alto  (Calif.)  Daily  News  as  a 
copy  editor  and  page  designer.  DeNike 
has  worked  at  the  paper  since  2007  as 
a  copy  editor  and  night  editor.  He  most 
recently  was  the  city  editor. 

Paul  Cheung  has  been  named  director 
of  interactive  and  digital  news  produc¬ 
tion  at  The  Associated  Press.  In  this 
new  role,  he  will  oversee  more  of  the 
production  of  key  digital  products  and 
innovation  areas.  Cheung  joined  the  AP 
newsroom  in  2010  after  roles  at  the  Mi¬ 
ami  Herald  and  The  Wall  Street  Journal. 
He  has  been  in  the  interim  director  role 
at  the  AP  for  the  past  several  months. 

He  is  also  the  current  president  of  the 
Asian  American  Journalists  Association. 

Alex  Koppelman  has  been  named  U.S. 
news  editor  for  The  Guardian.  Kop¬ 
pelman  will  be  a  senior  member  of  the 
editing  team  and  will  help  set  the  report¬ 
ing  agenda  for  the  Guardian’s  U.S.  news 
operation.  Koppelman  was  formerly 
politics  editor  for  The  New  Yorker’s  web¬ 
site,  where  he  worked  since  2011. 

Manny  Garcia  has  been  named  edi¬ 
tor  of  the  Naples  (Fla.)  Daily  News.  He 
replaces  Phil  Lewis,  who  has  retired  after 
16  years.  Garcia  has  spent  23  years  as  a 
reporter  and  editor  at  The  Miami  Herald 
and  El  Nuevo  Herald,  covering  many  of 
South  Florida’s  most  high-profile  stories. 

Larry  Edgar  has  rejoined  the  Mc- 
Clatchy  Co.  as  corporate  controller, 
the  same  position  he  held  from  2005 
to  2008.  He  replaces  Hai  Nguyen, 
who  has  resigned.  Edgar  first  joined 
McClatchy’s  corporate  finance  de¬ 
partment  in  1998  as  an  accounting 
supervisor.  In  2000,  he  was  promoted 


to  assistant  controller  and  was  named 
controller  in  2005. 

Robert  M.  Williams  Jr.  has  been  elected 
president  of  the  National  Newspaper  As¬ 
sociation.  Williams  is  chair  and  publisher 
of  SouthFire  Newspaper  Group  in  Black- 
shear,  Ga.  He  previously  served  as  NNA 
vice  president  Williams  succeeded  Merle 
Baranczjk,  publisher  of  the  Salida  (Colo.) 
Mountain  Mail,  who  became  immediate 
past  president  Elected  vice  president  was 
John  Edgecombe  Jr.,  publisher  of  the 
Nebraska  Signal  in  Geneva,  Neb.  He  had 
been  treasurer.  Elected  treasurer  was  Chip 
Hutcheson,  publisher  of  the  Princeton 
(Ky.)  Times  Leader.  He  had  been  Region  3 
director  (KentucI^,  North  Carolina,  Ten¬ 
nessee,  Virginia  and  West  Virginia). 

Jeff  Sammons  has  been  named  regional 
sales  manager,  responsible  for  fulfilling 
the  needs  of  existing  and  potential  Screen 
customers  in  several  northeastern  U.S. 
states  and  the  easternmost  Canadian 
provinces.  Screen  USA  provides  digital 
printing  and  prepress  production  sys¬ 
tems.  Stunmons  comes  to  Screen  with  30 
years  of  experience  within  the  graphics 
communications  industry. 

Javier  Zarracina  has  joined  the  Los  An¬ 
geles  Times  as  graphics  and  data  editor. 

In  this  newly  created  position,  Zarracina 
will  manage  and  art  direct  daily  and  long¬ 
term  graphics  projects.  He  will  work  with 
the  data  desk  and  web  team  to  develop 
motion  graphics  and  data  presentations 
for  digital  platforms  and  print.  Zarracina 
comes  from  the  Boston  Globe,  where  he 
was  the  graphics  director. 

David  Steinberg  has  been  elected  president 
of  UNITY,  the  alliance  of  the  Asian  Ameri¬ 
can  Journalists  Association,  the  National 
Association  of  Hispanic  Joirmalists,  the  Na¬ 
tive  American  Journalists  Association  and 
the  National  Lesbian  and  Gay  Journalists 
Association.  Steinberg,  a  two-term  NLGJA 
president,  is  the  copy  desk  chief/stylebook 
editor  at  the  San  Francisco  Chronicle. 
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KAMEN  &  CO.  GROUP  SERVICES 

!  For  Those  Who  Demand  Excellence! 

WWW.KAMENGROUP.COM 
Follow  us  on  twiner  at  ¥¥ww.twltter.com/kamengroup 
Customized  User-Friendly  25  Page  Appraisals  &  Business  Pians. 

The  Leaders  in  Valuing  Publications  -  Newspapers,  Magazines  &  Shoppers 
New  York  (516)379-2797  •  Email:  lnfo<giKamenCroup.com 

•  Expert  Valuation  Witness  •  Acquisitions  •  Mergers  -  Sales 

•  Appraisals  For  All  Print  &  Digital  Media 

•  Website,  B2B  it  Listing  Co.  Vaiuations  •  Worldwide  Service 
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news  and  views 
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I  KAMEN  &  CO.  GROUP  SERVICES 

j  We're  proud  to  have  represented  New  York-based 
I  L&M  Publications  in  its  sale  of  four  newspapers 
to  Richner  Communications. 


Who  can  you  call  for 
accurate  information? 


When  Forbes  Magazine  needed  a  media  appraiser  to  judge  the  sale 
of  The  Boston  Globe  to  entrepreneur  John  Henry,  who  did  it*call? 

Kevin  Kamen  of  Kamen  &  Co.  Group  Services 

“Still,  the  Globe  didn't  lose  all  of  its  value  at  once.  In  2010,  when 
entrepreneur  Aaron  Kushner  came  calling  only  to  be  turned  away  . 
by  Times  Co.  management,  a  sale  would  likely  have  fetched  $120 
million  in  the  view  of  media  appraiser  Kevin  Kamen.  By  February 
of  this  year,  he’d  adjusted  his  estimate  down  to  $63  million,  just  $7 
million  off  the  actual  price  Henry  paid.  (Kamen  was  similarly  on 
target  in  guessing  how  much  Tribune  Co.  ivould  sell  Newsday  for; 
Ckiblevision  CVC  +5.2%  paid  $650  million  for  it  in  2008.)’ 

—  JeffBercovici,  Forbes  Magazine,  Aug.  3, 2013 

Getting  it  right  matters! 

Considering  selling  your  publication?  You  should  have  your 
title  financially  valued  correctly  and  listed  for  sale.  Call  or  come 
visit  Kamen  &  Co.  at  our  New  York  office  on  Long  Island  and 
select  the  proven  experts  at  Kamen  Group  to  assist  you. 


infoiakamengroup.com  www.kamengroup.com 

KAMEN  &  CO.  GROUP  SERVICES 

NY  (516)379-2797  •  FL  (727)786-5930  •  FAX  (516)379-3812 

626  RXR  Plaza,  Uniondale,  NY  11556 


KAMEN  &  CO.  GROUP  SERVICES 

We're  proud  to  have  represented  Sandy  &  Richard  Porter 
of  the  Atlantic  Flyer  in  the  sale  of  their  newspaper  to 
Brian  Columbus  of  Chicago,  IL 


Publications  Wanted  Publications  Wanted 


KAMEN  &  CO.  GROUP  SERVICES 

Let  us  provide  the  high  level  of  professional,  personal  guidance 
and  custom  solutions  that  your  media  entity  deserves. 
www.KamenGroup.com 

Global  expertisa,  deep  loud  market  knowledge  &  unmatched  Integrity. 


516-379-2797  •  info@KamenGroup.com 


GAUGER  MEDIA 
SERVICE,  INC. 

Dave  Gauger 

Consulting*Valuations*Sales*Mergers 
P.O.  Box  627,  Raymond  WA  98577 
(360)  942-3560 

www.g0ugermedia.com 


To  the  industry  •%* 
...by  the  industry! 
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FOR  SALE: 

PUBLISHING  IN  PARADISE 

Own  an  island  newspaper  and  start 
Hying  the  dream  on  St  John,  U.S.  Virgin 
Islands  —  one  of  the  worlds  top  travel 
destinations.  The  weekly  St.  John 
Tradewinds  newspaper  was  established 
in  1 972.  The  community  newspaper 
has  a  paid  circulation  and  loyal 
advertising  clients.  (Xf-season  is  the 
perfect  transition  time  —  don't  wait 
another  winter  to  live  in  paradise. 

CaO  (340)642-5365  or 
eme\t:mdBndaetrodewinds.vi 


PLACE  AN  AD:  1-800-887-1615 
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Think  Profits 


Ad  directors  often  think  of  INSPIRE  HEALTH,  our 
pre-designed,  bi-monthly  women’s  magazine,  not  as 
the  beautifully  designed  and  custom  written  specialty 
magazine  that  it  is,  but  as  an  ad  sales  engine. 

•  Brilliant  4  color  printing  on  bright  white  glos^  paper 

•  Completely  customizable  design  for  your  local  content 

•  45%  pre-designated  ad  space 

•  Free  ad  kits  and  rate  cards 

There’s  no  cost  to  start,  no  upfront  investment. 

Get  your  ad  reps  and  advertisers  revved  up.  Drive  your 
pronts.  Cali  us  for  samples  and  a  media  kit. 


info@foxprintservices.com 


Phone:  800-887-1615 
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Please  let  them  know  that  you  saw  it  in  EDirOR&PiJBUSHER  • 


Help  Wanted 


COMMUNITY  PUBLISHER 

Yellowstone  Newspapers  Montana's 
largest  commuriity  newspaper  group 
is  seeking  candidates  for  general 
management  of  its  newest  acquisi¬ 
tion  and  a  sales  agency.  Position 
serves  as  Publisher  of  the  weekly 
Laurel  Outlook  in  Laurel  MT  a  104- 
year-old  3200<irculation  paper  serv¬ 
ing  several  communities  and  suburbs 
of  the  state's  largest  city,  Billings.  The 
Outlook  also  publishes  a  weekly  free- 
distribution  newspaper  -serving  the 
visitors  to  the  area  as  well  as  a  num¬ 
ber  of  other  specialty  pieces.  Printing 
is  offsite  at  a  central  plant.  Duties  al¬ 
so  include  general  oversight  of  an 
advertising  sales  agency  serving  the 
entire  newspaper  group.  Candidates 
should  have  a  college  degree  a  mini¬ 
mum  of  five  years  experience  in  com¬ 
munity  newspaper  advertising  sales 
(print  and  internet)  and  general 
management  experience.  Salary  and 
benefits  include  group  health  insur¬ 
ance  401  (k)  plan  and  cafeteria  sav¬ 
ings.  Inquiries  should  include  re¬ 
sume  salary  expectations  and  date  of 
availability. 

Reply  to:  John  Sullivan,  President 
Yellowstone  Newspapers 
PO  Box  2000  Livingston  MT  59047 
or  execoffice@f/vent.net. 


Help  Wanted 


ONLINE  REPORTER 

The  Paducah  (Ky)  Sun  seeks  an  indi¬ 
vidual  with  strong  reporting  and 
writing  skills  to  serve  as  the  online  re¬ 
porter  for  the  Paducahsun.com  web¬ 
site.  The  job  involves  editing  updat¬ 
ing  and  development  of  fresh  local 
content  for  the  website  throughout 
the  workday.  Some  out-of-office  as¬ 
signments  including  photography 
and  videography  will  also  be  re¬ 
quired  from  time  to  time.  Position  re¬ 
ports  to  the  executive  editor  and 
works  in  synergy  with  the  print  news 
staff  to  coordinate  print  and  web  edi¬ 
tions.  The  Paducah  Sun  is  an  18(XX) 
circulation  a.m.  daily  and  the  flagship 
newspaper  of  Paxton  Media  Group 
LLC  publisher  of  more  than  30  daily 
newspapers  in  the  South  and  Mid¬ 
west.  PMG  offers  a  choice  of  health 
plans  401  (k)  with  company  match 
and  other  attractive  benefits. 

Send  resumes  and  qualifications  to 
Online  Reporter 
c/o  Janice  Johnson 
The  Paducah  Sun 
408  Kentucky  Avenue 
Paducah  KY  42002-2300 
or  jjohnson&paducahsun.com. 


No  telephone  inquiries  please. 


NIGHT  TIME  PRESS  SUPERVISOR 
&  PRESSMAN  NEEDED 

The  Bulletin,  located  in  beautiful 
Bend,  Oregon  is  seeking  a  night  time 
press  supervisor  and  pressman.  We 
are  part  of  Western  Communications, 
Inc.  which  is  a  small,  family  owned 
group  consisting  of  7  newspaper,  5 
in  Oregon  and  2  in  California.  Our 
ideal  candidate  will  manage  a  small 
crew  of  3  and  must  be  able  to  learn 
our  equipment/processes  quickly.  A 
hand-on  style  is  a  requirement  for 
our  3  1/2  tower  KBA  press.  Prior  man¬ 
agement/leadership  experience  pre¬ 
ferred.  In  addition  to  our  7-day-a- 
week  newspaper,  we  have  numerous 
commercial  print  clients  as  well.  Be¬ 
sides  a  competitive  wage  and  benefit 
program,  we  also  provide  potential 
opportunity  for  advancement.  If  you 
provide  dependability  combines 
with  a  positive  attitude,  are  able  to 
manage  people  and  schedules  and 
are  a  team  player,  we  would  like  to 
hear  from  you.  If  you  seek  a  stable 
work  environment  that  provides  a 
great  place  to  live  and  raise  a  family, 
let  us  hear  from  you. 

Contact  Al  Nelson, 
Pressroom  Manager  at 
anelson0wescompapers.com 
with  your  complete  resume, 
references  and  salary 
history/requirements. 

No  phone  calls  please.  Drug  test  is 
require  prior  to  employment.  EOE. 


PRESSROOM  SUPERVISOR 

Philadelphia  Media  Network  News¬ 
papers,  LLC,  publisher  of  The  Phila¬ 
delphia  Inquirer,  The  Daily  News  and 
Philly.com, 'is  seeking  an  energetic, 
self-motivated  leader  with  an  exten¬ 
sive  knowledge  of  Colorliner  Press 
Impositions,  folder  setups,  processes 
and  planning  with  related  exper¬ 
ience  in  quality  manufacturing  and 
waste  control.  Top  level  of  prod¬ 
uctivity  is  required  with  the  ability  to 
supervise  in  union  environment  and 
work  within  tight  production  dead¬ 
lines.  The  leading  candidate  must 
have  knowledge  of  Rockwell  Imp¬ 
osition  System  software  and  basic 
knowledge  of  Microsoft  Office  Prod- 
uas.  The  successful  candidate  must 
have  7  years  work  experience  in 
manufacturing  industry  practicing  a 
team  work  approach  with  high 
regard  for  the  individual;  be  able  to 
train  staff,  identify  areas  where  clar¬ 
ification  of  practice  is  necessary; 
demonstrate  a  style  of  participative 
management  in  problem  solving  and 
communicate  effectively. 

To  apply  send  resume  to: 
harriet@phllly.com 


PRODUCTION  DIRECTOR 

The  Eureka  Times-Standard  is  seek¬ 
ing  an  enthusiastic  leader  with  a 
dedication  to  quality  safety  and  in¬ 
ternal/external  customer  service  in 
the  production  of  our  products.  Eure¬ 
ka  is  a  Victorian  Seaport  City  situated 
on  California's  North  Coast  with  a  his¬ 
tory  of  wonderful  recreation  oppor¬ 
tunities  along  with  a  vibrant  arts  cul¬ 
ture.  We  are  looking  for  a  leader  who 
can  cooperatively  work  within  an  or¬ 
ganizational  structure  to  find  creative 
solutions  to  problems  as  well  as  iden¬ 
tify  and  capitalize  on  new  opportuni¬ 
ties  and  growth.  The  Production  Di¬ 
rector  will  be  responsible  for  leading 
our  talented  press  plate  and  mail- 
room  teams  implementing  policies 
and  procedures  to  ensure  effective 
efficient  and  timely  work  flow.  Candi¬ 
dates  must  exhibit  thorough  knowl¬ 
edge  of  pre-press  press  mailroom 
systems  and  industry  trends  and  the 
ability  to  build  relationships  with  key 
management.  This  position  is  also  re¬ 
sponsible  for  department  budgets  to 
include  newsprint.  Minimum  of  5 
years  experience  in  newspaper  pro¬ 
duction  management  is  preferred. 

Apply  online  at 

www.digltalfirstmedia.com/careers 


PROVEN  LEADER 

The  Columbus  Dispatch  is  seeking  a 
skilled  and  proven  leader  to  lead  the 
city  circulation  department  to  out¬ 
standing  customer  service  in  both 
home  delivery  and  single  copy  distri¬ 
bution.  The  City  Circulation  Manager 
will  oversee  a  department  consisting 
of  five  distribution  center  manager 
direa  reports  as  well  as  field  force  in¬ 
cluding  distribution  managers  relief 
district  managers  district  support  dis¬ 
tribution  center  support  and  distri¬ 
bution  center  clerks.  This  manager 
will  have  daily  contact  with  field  staff 
to  maximize  efficiency  and  integrity 
in  customer  service  1C  relationships 
production  distribution  and  expense 
controls  along  with  frequent  contact 
with  subscribers  and  internal  busi¬ 
ness  partners.  They  will  establish  sys¬ 
tems  and  controls  to  monitor  all  serv¬ 
ice  efforts.  Candidates  should  have  a 
college  degree  or  college  courses  re¬ 
lating  to  management  and  five  years 
experience  as  a  department  manager 
with  a  track  record  of  outstanding 
customer  service  or  an  equivalent 
combin,'>tion  of  training  and  experi¬ 
ence. 

Take  your  management  career  to  a 
new  level  and  apply  today  at 
dispatch.com/careers 

We  are  an 

Equal  Opportunity  Employer. 


PLACE  AN  AD:  1-800-887-1615 
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PRODUCTION  MANAGER 

The  Butler  Eagle  is  seeking  a  Produc¬ 
tion  Manager  for  our  mail  room  oper¬ 
ations.  Candidates  for  the  Production 
Manager  position  must  be  abie  to 
manage  and  schedule  crew  for  a 
24/7  operation  and  have  working 
knowledge  of  the  following 
equipment:  SLS  inserters,  stackers, 
post-it  note  iabelers,  strappers,  ink 
jet  and  stitch  and  trim.  Also 
knowledge  of  BURT  Mail  Manager 
and  Microsoft  Office  programs. 

Apply  by  emailing  resume  to: 
alunn@butltreaglt.com 
Alice  Lunn 
Circulation  Director 
Eagie  Printing  Company 


EDrTORttfPlJBLlSHER. 

HELP  WANTED 
AD  SPECIAL! 

Up  to  too  wonis: 

$50“ 

Additioiial  copy: 

$20“ 

for  3S  words. 


CoJi  1-800-887-1615 
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VP  NEWS  -  DIGITAL  FIRST  MEDIA,  MICHIGAN  GROUP 

Digital  First  Media  is  recruiting  for  a  top  ieader  for  our  News  Division.  We 
pubiish  the  Oakiand  Press,  Macomb  Daily,  Daily  Tribune  (Royai  Oak)  and  the 
Morning  Sun  fMt.  Pleasant)  along  with  44  weekiy  and  niche  pubiications. 
Position  based  out  of  our  office  iocations  in  Oakland  and  Macomb  County  and 
will  need  to  travel  within  Michigan  as  needed. 

Digitai  First  Media  is  committed  to  making  digital  news  coverage  the  focus  of 
newsroom  efforts.  We're  looking  for  bold  leadership  as  we  iook  to  expedite  our 
transition  to  a  true  ‘digital  first”  newsroom  while  continuing  to  maximize  the 
strength  of  our  print  products.  Serving  our  communities  remains  our  top  priori¬ 
ty. 

Our  Michigan  business  unit  presents  many  exciting  challenges  and  opportuni¬ 
ties  as  we  look  to  build  out  a  more  formidable  regional  presence  by  leveraging 
the  brand  and  strengths  of  our  iocal  audience  with  our  national.  New  York-based 
Thunderdome’  content  generating  strategy. 

Job  responsibilities: 

•  Ultimate  supervision  for  the  full  news  staff,  which  is  currently  12S  FTE's. 

•  Manages  budget,  working  with  publisher  and  finance  staff. 

•  Supervises  daily  operation  producing  news,  feature,  sports  and  opinion  content 
for  digital  and  print  products. 

'  Coaches  staff  in  digital  skills  as  well  as  traditional  journalism  skills.  * 

•  Leads  newsroom  in  Digital  First  approach  to  news  coverage  and  engaging 
effectively  with  the  community. 

•  Communicates  priorities  clearly  to  the  newsroom. 

■  Through  blog,  column  and  social  media,  explains  newsroom  operations, 
practices  and  decisions  to  the  community. 

•  Models  and  enforces  standards  of  journalism  ethics. 

•  Supervises  regional  hub  handling  print  production 

•  Coordinates  with  national  Thunderdome  newsroom  in  broader  coverage 
matters. 

•  Collaborates  with  DFM  colleagues  in  cluster,  regional  and  national  efforts. 

Candidates  will  be  judged  on  the  following  criteria: 

•  Journalism  achievements 

■  Digital  skills,  achievements  and  outlook 

•  Leadership  experience  and  potential 

•  Community  engagement  experience  and  outlook 

•  Management  ability  and  experience 

•  Vision 

Qualifications: 

Bachelor's  degree.  At  least  10  years  journalism  experience,  including  at  ieast  five 
years  management  experience.  For  extraordinary  candidates,  a  qualification 
might  be  waived. 

To  apply  for  this  job,  email  Digital  T ransformation  Editor  Steve  Buttry  your 
cover  letter  with  a  resume,  links  to  some  of  your  work  and  some  references: 
sbuttry@dlgitalflrstmt<lia.com 


DON’T  SELL  YOUR  WEB  PRESS 


Until  you  contact 

Newman  International  Web  Press  Sales 
“Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Presses” 


PRESSES  WANTED:  GOSS  COMMUNITY,  URBANITE, 
METRO  &  UNIVERSAL;  HARRIS  V15D,  V25,  V30: 

SOLNA;  KING;  TENSOR;  &  DAUPHIN 


FOR  SALE:  1998  NEWS  KING  UNITS,  $4,000  EACH; 
FOUR  UNIT  GOSS  COMMUNITY,  22  3/4,  WITH  COMPEN¬ 
SATORS,  SIDELAY  AND  RUNNING  CIRCUMFERENTIAL 
REGISTER  ON  ALL  UNITS,  SMALL  IOWA  WEEKLY, 
$17,500! 


NEWMAN  INTERNATIONAL,  LLC. 
(913)638-1040  •  newmanpress@kc.rr.com 


FOR  SALE 

•7-unjt  21.5”  cut-off  Goss  SSC  with  SSC-8084  folder,  two 
2-highs  and  Martin  EC838  zero  speed  splicers. 
•7-unit  Harris  VISA  w/JF7  folder  &  Quantum  III  digital  drive 
•4-unit  Harris  VISA  with  JF7  folder. 

•22”  Goss  Metroliner  press 


(913)  492-9050  •  inmc1@inlandnews.com  •  www.inlandnews.com 


V  In  Hrint 

W  and  Online 

P  Toorder.goto: 

mitorandpublisherxoni 
w  call  1-888-732-7323  Of 
19-660-61 50  (outside  US) 
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I Shoptalk  /  commentary 


Welcome  to  the 
Publisher’s  New 


By  Bob  Brown 

For  the  past  few  years, 

newspaper  publishers  have 
prowled  their  buildings, 
asking  why,  and  getting 
some  amazing  answers.  Institutional 
knowledge  is  wonderful,  but  institu¬ 
tional  resistance  is  intolerable.  We 
must  invoke  a  brilliant  strategy  to 
conquer  this  new  world.  Bum  the 
boats.  There  is  no  turning  back.  Man¬ 
aging  with  that  mindset  will  make 
a  huge  difference  in  our  decision 
making.  There  is  hope  for  our  great 
institution  we  call  the  newspaper. 
Understanding  the  metrics  and  man¬ 
aging  the  human  capital  is  a  given. 
Every  once  in  a  while,  we  need  to  look 
up  and  see  what’s  dead  ahead. 

So,  what  are  the  things  that  keep 
you  awake  at  night?  Here  is  a  list,  in 
no  particular  order,  of  the  opportuni¬ 
ties  we  have  over  the  short  term.  We 
must  embrace  the  challenge  and  get 
to  work. 

Build  stable  local  business 
over  national. 

Look  at  advertising  revenue  and 
make  thoughtful  decisions  on  which 
business  has  the  best  ROI  and  growth 
potential.  Hint:  It’s  our  local  business. 
Gather  them  in  and  keep  them  close. 
Find  ways  to  promote  them  and  the 
newspaper  with  events  and  new  digital 
solutions  as  well  as  the  cash-register¬ 
ringing  ROP.  We  love  our  national 
and  major  account  friends,  however, 
for  many  of  them  we  need  to  change 
the  conversation  from,  “what  can  you 
do  for  me”  to  “how  can  we  help  each 
other.”  Build  advertising  locally  and 
eventually  they  will  see  us  as  a  great 
marketplace  for  ads. 


Newspaper 

World 


Content,  content,  content! 

Too  many  publishers  forgot  their 
newspapers  are  the  source  of  local 
news.  Good  content  costs  money. 
Investing  resources  for  investiga¬ 
tive  journalism  drives  good  content. 
Digital  first  and  print  best  are  sound 
strategies  when  you  have  the  assets 
for  creating  the  content  in  the  first 
place.  Local  news  will  win  the  day, 
every  day.  Newspapers  look  too  much 
like  they  did  in  the  1950s,  so  change 
the  content  mix.  Local  hard  news  is  a 
must.  After  that,  the  pallet  is  rich  with 
possibilities.  Fortunately,  we  can  use 
metrics  to  track  digital  engagement 
and  mine  more  content  for  print  and 
digital  stories  that  people  crave. 

Keep  circulation  pressure  on. 

.  It  is  far  too  tempting  to  cut  expenses. 
The  newspaper  is  a  product  and  prod¬ 
ucts  need  to  be  sold  to  people.  People 
will  buy  newspapers.  The  key  here  is  in 
understanding  our  sales  metrics.  Tele¬ 
marketing  companies  have  charged  too 
much  money  to  circulation  directors 
desperate  for  growth.  Discipline  is 
required.  Understand  chum  numbers 
and  build  a  system  that  feeds  to  over¬ 
come  the  chum.  That  system  includes 
stop  the  stops,  direct  mail  promotions, 
telemarketing,  kiosks,  and  sampling 
(the  kitchen  sink  on  a  budget).  Let’s  not 
forget  distribution  contracts  and  third- 
party  daily  delivery  as  options. 

Engage  your  community 
leaders. 

What  kind  of  newspaper  do  they 
want?  Don’t  get  squeamish  now.  Your 
community  leaders  understand  the 
vital  role  the  newspaper  plays  in  keep¬ 


ing  an  eye  on  elected  officials  and  local 
governmental  departments,  as  well 
as  crime,  justice,  schools  and  general 
quality-of-life  issues.  They  get  it.  So 
why  aren’t  we  asking  them  for  more 
support?  After  all,  they  can  switch  that 
ad  from  a  national  mass  mailer  to  your 
program.  They  can  mn  ROP  more 
often.  They  can  tell  their  marketing 
department  or  their  nephew  to  ran 
more  digital  advertising  with  you  than 
with  Google.  These  are  important  con¬ 
versations  that  are  long  overdue. 

Develop  talent. 

when  was  the  last  time  you  hired  a 
-  great  salesperson,  great  reporter,  or 
great  janitor?  I  don’t  know  about  you, 
but  I  can  count  them  on  one  hand 
during  my  career.  We  must  hire  smart 
people  with  the  right  requirements  and 
then  train  them.  Relentless  training  is 
a  culture  not  a  curriculum.  Everyone 
needs  to  focus  on  quality  and  results.  It 
is  a  matter  of  survival.  We  must  track 
its  effectiveness  and  cost  with  metrics. 
Never  assume  training  is  working  un¬ 
less  you  like  wasting  money. 

It’s  not  about  you! 

Marketing  and  newspapers  have 
always  been  an  issue.  The  new  world 
requires  marketing,  smart  and  effec¬ 
tive  marketing  that  is  focused  on  the 
needs  of  the  reader.  It’s  not  what  we 
do,  rather  what  we  do  for  the  reader. 
We  need  to  remind  people  like  never 
before  of  the  value  we  bring  to  their 
lives.  We  are  their  executive  summary, 
their  watchdog,  their  advocate,  their 
storyteller.  Social  media  is  engage¬ 
ment,  and  engagement  is  about  mar¬ 
keting.  Hint:  Print  newspapers  were 
the  first  form  of  social  media.  ■ 

I  Bob  Brown  is  publisher  of  the  I 

I  Las  Vegas  Review-Journal,  a  I 

I  Stephens  Media  LLC  newspaper.  I 
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Advertising  &  Circulation 

innovation 


AdManagerPro™  and  ClrculationPro™give  you  the  ability  to 
manage  your  advertisers  and  subscribers,  report,  publish,  and 
centralize  operations,  ail  in  easy-to-use,  browser-based  systems. 

INNOVATE,  CONSOLIDATE  and  SAVE! 


Let  us  shovy  you  how  our  SaaS  or  self-hosted 
systems  can  start  saving  you  mpneyfT''^''^^ 


Contact  us  fora  demo! 

info@mefliaspangroup.com 

mediaspangroup.com/demo 


MEDIASPAN 

mediaspangroup.com 


